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ABSTRACT 
 
There is little doubt that creativity is central to the role and practice of advertising. Yet,  
for all that is written and said about it, there is a surprising lack of empirical knowledge 
around advertising creativity, and what there is, is largely derived from US and European-
based research and observation. If we accept that advertising theory and phenomena are 
culturally bound, then the situation for China with its distinctive cultural context, should 
lead us to reconsider some of the theories and practices that Western advertising takes for 
granted.  
This research examines the rapidly growing Chinese market, investigating industry  
notions of change in the advertising industry and comparing consumer responses from 
both high and low Chinese city tiers, to address many of the questions that are currently 
left unanswered around the role and effect of advertising creativity.  
The research is divided into two main studies. Each study is complete in its own right,  
yet together, they provide a rich and detailed picture of the situation for advertising 
creativity in contemporary China.   
The first study involved a series of depth interviews with advertising practitioners 
operating in China. As such, it gives a unique, insiders’ view of the dynamic Chinese 
advertising industry. Many themes emerged from these practitioner interviews. Most 
notably, advertising professionals expressed frustration at the lack of understanding  
and appreciation of the role and value of creativity on the part of their clients. Many  
also reported that their clients appear to regard consumers – especially those from  
lower tier Chinese cities - with a degree of disdain. In particular, clients were said to  
view these consumers as less likely to appreciate advertising creativity than those in  
higher tier cities. 
The second study builds on this latter theme to explore Chinese consumer views of 
advertising creativity. On this basis, an online survey was conducted across China – in 
both high and low city tiers - to determine whether advertising creativity was equally 
effective for reaching and persuading different populations. This phase also examined 
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cultural uncertainty avoidance and individual creativity to determine, firstly, their  
potential to moderate the impact of advertising creativity. Secondly, to explore the 
possibility that consumers in high tier cities are more or less tolerant of ambiguity, or  
more or less creative, than their lower tier counterparts.  
The quantitative findings of this research pointed to the fact that Chinese consumers 
appreciate and respond favourably to creative advertising, regardless of which city tier 
they are from. Additionally, consumers from higher tier Chinese cities were not found  
to be any more or less creative - or conservative - than their compatriots in the less 
developed, lower tier cities.  
Overall, the research provides an investigation of practitioner perceptions of advertising 
creativity in China, and the relationships between cognitive and affective processing, 
uncertainty avoidance and individual creativity for Chinese consumers. In doing so, it 
exposes a need for advertising clients and their agencies to better understand - and thus 
engage with – their Chinese consumers, both current and future. In taking international 
advertising creativity research ‘out of the office and into the field’, this research also 
contributes to a deeper understanding of how marketers can best communicate with  
current and potential consumers in China. 
 
 
  
             
 
4 
CHAPTER ONE: INTRODUCTION 
 
True to the nature of creative collaboration, one of the best and most unlikely outcomes… 
is the combined use of both qualitative and quantitative methodological techniques… 
[This] changes the scholarly mindset to explore more interpretative hypotheses… should 
lead to a richer understanding of the impact of creativity… [and] allow scholars to engage 
in on-site fieldwork [and] get out of the office! (Sasser 2014, p. 227) 
This thesis presents a mixed method investigation of advertising creativity in the  
context of the rapidly growing and changing Chinese marketplace. The research adopted  
a two-stage process to establish, firstly, the current state of creativity in the Chinese 
advertising industry from a practitioner perspective. Secondly, on the basis of emergent 
themes to determine - from a consumer perspective - whether advertising creativity is an 
effective means of connecting with a Chinese audience. Thirdly, to explore whether 
cultural values (specifically uncertainty avoidance) and individual traits (particularly 
individual creativity) may moderate the effect of creativity on consumer responses to 
advertising. In doing so, it takes international advertising creativity research out of the 
office and into the field (Sasser 2014), thus contributing to an understanding of how 
marketers can best communicate with current and potential consumers in China.  
1.1 BACKGROUND TO THE RESEARCH 
Creativity is widely acknowledged to be pivotal to the efficacy and practice of  
advertising (Kilgour, Sasser & Koslow 2013). For example, Broadbent (2011), in 
practitioner literature, describes advertising creativity as a ‘turbo boost’ for effective 
advertising while Sheinin, Varki and Ashley (2011) state that creativity is integral  
to advertising effectiveness. Zinkhan (1993) suggests that advertising could not exist  
without it and Belch and Belch (2013) claim that creativity in advertising is ‘too  
powerful to ignore’ (p. 222).  
Yet, advertising creativity is also described as something that is elusive to define (Ewing, 
Napoli & West 2001) and difficult to measure (Zinkhan 1993). Hence, one of the key 
objectives of this research is to explore and test ways of measuring advertising creativity - 
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and its effects - in a Chinese context. In order to do so, advertising creativity must first  
be defined in a way that is relevant to the stated research intentions. El-Murad and West 
(2004) borrow from the words of Leo Burnett to describe advertising creativity as ‘the  
art of establishing new and meaningful relationships between previously unrelated things 
in a manner that is relevant, believable, and in good taste’ (p. 190). Still others (eg. Till  
& Baack 2005; Smith et al. 2007; Runco & Jaeger 2012) identify it as the interaction  
between two distinct traits, divergence and relevance, where divergence (or originality) 
refers to ‘the extent to which an ad contains elements that are novel, different or unusual’ 
(Yang & Smith 2009, p. 936). Relevance, or appropriateness, refers to ‘elements that  
are meaningful, appropriate and useful and valuable to the audience in some way’ (Smith 
et al. 2007, p. 280).  
Advertising creativity has been shown to assist in getting consumers’ attention but then 
goes beyond this to influence consumer cognitive and affective processing, inducing 
among other things, a ‘desire to postpone closure’ or keep an open mind towards 
persuasive messages (Yang & Smith 2009). As West, Kover and Caruana (2008) suggest, 
advertisements do not have to be creative to be effective, but such ‘safe’ ads are both easy 
to imitate and eventually lead to an apathetic and bored audience. Creative advertisements, 
on the other hand, allow brands to be noticed and impact customer decisions’ (p. 36).  
However, theory regarding the role and value of creativity in advertising is largely  
derived from US and European-based research and observation (Niu & Kaufmann 2013; 
Leung & Hui 2014). As marketing efforts become increasingly internationalised, the 
impetus to understand more about the impact of culture on consumer behavior inevitably 
grows (Craig & Douglas 2012). This is made more challenging by the dynamic and 
changing nature of culture – both national and intra-national (Nakata 2009; Briley, Wyer 
& Li 2014).  
The People’s Republic of China has witnessed dramatic social and cultural change over the 
past 30 years (Guthrie 2009). Made up of 56 distinct cultural groups (Ouyang, Zhou & 
Zhou, 2000) and representing the largest single market in the world (Okazaki & Mueller 
2007), China presents both a fascinating case study and complex and demanding 
marketplace (Zhao, Flynn & Roth 2006). If, as Hung, Tse and Cheng (2012) propose, 
advertising theory and phenomena are inextricably linked with culture, then China - with 
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its unique cultural characteristics – ‘forces us to reconsider some normative constructs, 
postulates, and theories in advertising’ (p. 133). 
At this point in time, Chinese advertising is not considered to be very creative, relying 
heavily on product information and repetition to communicate (Yuxian, Rana & Moulee 
2007; Broadbent 2013; Man & Piepalius 2013). In fact, it appears to be a commonly-held 
view amongst marketers in China that Chinese consumers are unlikely to respond to 
creative advertising (Broadbent 2013). However, market and consumer research shows 
that Chinese audiences appreciate and respond to advertising creativity as much any  
other (Broadbent 2011; 2013). Indeed, Chinese consumers show a clear preference for 
advertising that utilises emotion and narrative (Ang & Low 2000; Sinha & Chak 2009; 
Broadbent 2011).  
As Chinese culture and society rapidly changes and the marketplace becomes more savvy 
and experienced, the pressure will be on marketers - in China as elsewhere - to create 
advertising that stands out from the crowded media environment, rewards attention and is 
remembered and discussed (Jeffrey 2005). In order to do so, it is important to have a clear 
grasp of how consumers respond to advertising and the factors, individual and cultural, 
that may impact on this response. 
This research lies at the intersection of four theoretical domains - advertising  
creativity, information processing, individual traits (specifically consumer creativity)  
and cultural values (specifically uncertainty avoidance). It employs a mixed methods 
approach to examine both industry perspectives and consumer responses with regard  
to creative advertising in China. The research is conducted in two main phases - each  
with a completely different focus, objective, approach and outcome. The first phase 
examines practitioner perceptions regarding the value and role of advertising creativity  
in contemporary China. The second phase evolves directly out of the first. Of several  
key themes to emerge from the practitioner interviews - including tensions between 
agencies and clients, and the need to foster the next generation of creative advertising 
talent – it was decided to examine advertising creativity from a Chinese consumer 
perspective. In this way, the research sets out to provide a complete and rich picture  
of the state of Chinese advertising creativity.  
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1.2 RESEARCH PROBLEM, RESEARCH QUESTIONS AND CONTRIBUTION  
The research problem at the heart of this thesis is how the advertising industry in China 
perceives and values creativity, and whether cultural and other factors influence the way 
that Chinese consumers to respond to creative advertising. While creativity has been 
shown to have a positive impact on the way consumers process advertising communication 
(eg. Ang, Lee & Leong 2007), and contribute to advertising effectiveness (eg. Dahlen, 
Rosengren & Torn 2008), the research focus has been on and for Western markets (Leung 
& Hui 2014). Little is known about the situation in China, one of the world’s largest and 
fastest growing consumer markets (McKinsey 2012). This raises a series of questions to  
be investigated in this thesis.  
Firstly, from a practitioner point of view: 
1. What is the state of advertising creativity in the contemporary Chinese market? 
Next, from a consumer perspective: 
2. To what degree does creativity influence the cognitive and affective processing of 
advertising communication by Chinese consumers? 
3. To what degree do cultural uncertainty avoidance and individual creativity 
moderate the relationship between advertising creativity, cognitive and affective 
information processing, and subsequent consumer behaviour? 
The research contributes to the current body of knowledge in providing an understanding 
of industry perceptions, and consumer responses, with regard to the role and value of 
advertising creativity in China.  
1.3 JUSTIFICATION FOR THE RESEARCH 
For an issue that is so much at the heart of advertising, creativity has received surprisingly 
little attention from researchers over the years. In 1993, Zinkhan commented on the dearth 
of research into advertising creativity – a situation that, according to Sasser and Koslow 
(2008), did not change significantly over the next 15 years. Nonetheless, there has been 
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some advertising creativity research in the last decade worth noting. For example, El-
Murad and West (2004) set up definitions and measures of creative advertising; Smith  
and Yang (2004) defined advertising creativity and modeled the determinants and effects 
of advertising creativity while Smith, Yang and colleagues (2007) showed that perceptions 
of creativity influence consumer responses to advertising. Dahlen, Rosengren and Torn 
(2008) researched the effect of advertising creativity on brand perceptions. Kilgour,  
Sasser and Koslow (2013) found that the use of creativity awards as proxy measures of 
advertising creativity leads to a bias towards originality at the expense of appropriateness. 
Apart from these examples though, there remains very little empirical research around 
advertising creativity - even less that has been tested and substantiated in a non-Western 
market – a situation that this research sets out to address on both fronts.  
While some aspects of the Chinese advertising industry have attracted the attention of 
researchers, there is minimal discussion of how creativity is applied, responded to, or dealt 
with within an advertising industry context in China. Keane (2007; 2013), for example, 
examined various creative industries in China but only briefly mentioned advertising. Tai 
(2007), conversely, found a correlation between creativity and the success of Chinese 
brand advertising while Li, Dou, Wang and Zhou (2008) discovered that agency creativity 
has a positive effect on Chinese advertising campaigns. At this stage, few researchers have 
taken a consumer-centric approach to advertising creativity research in China, although 
Tai and Pae (2002) found that Chinese consumers prefer foreign-sourced commercials for 
their higher levels of creativity and subsequent emotional impact. The suggestion here is 
that Chinese consumers not only appreciate advertising creativity, but that they respond  
in an emotional manner – a likelihood that will be investigated throughout the course of 
this research.  
More recently, Leung and Hui (2014) determined - through a series of depth interviews 
with practitioners - that advertising creativity is ‘valuable, useful and appropriate in [a] 
Chinese context’ (p. 148). While their research was based on interviews with professionals 
based in Hong Kong, it provides a complementary stance to the one taken in this thesis, 
particularly as the practitioners reported that their (mainland) Chinese clients were 
intolerant of creative advertising ideas. Again, these issues will be investigated more  
fully throughout the research presented in this thesis. 
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One of the biggest challenges facing the rapidly-growing advertising industry in China  
is the relative inexperience of Chinese marketing managers and advertisers (Maddox  
2006; Sinclair 2008). In spite of its place as the third largest and fastest growing 
advertising market in the world (Hung, Tse & Cheng 2012; Yeh & Zhang 2013), the 
Chinese advertising industry only began to emerge in its present form since the 1980s 
(Prendergast, West & Shi 2006). As a consequence, collective marketing knowledge in 
China is ‘understandably modest’ (Ewing et al. 2002). Chinese marketing managers are 
therefore more conservative in their judgments, and less inclined to take risks, than those 
in developed markets (Sinclair 2008). It is likely that such conservatism is curbing the 
development of creative – and arguably more effective - advertising in China (Sasser  
& Koslow 2008). All of this points to a need for advertising research and knowledge 
particular to the Chinese experience and marketplace; vital as it is for ‘creative work  
to be driven by clearly defined consumer insights’ (McStay 2013, p. 21). Indeed, as 
Christodoulides and Jevons (2011) state, ‘the greatest challenge for brands is how to…  
be attractive and engaging for consumers both individually and collectively’ (p. 10).  
1.4 METHODOLOGY 
A realist ontology provides the framework for the study (Maxwell 2012), although the 
research takes a problem-centered approach that is not bound to any one research 
philosophy (Mackenzie & Knipe 2006). As such, a mixed methodology is employed to 
examine the research problem in two main phases – qualitative and quantitative. Taken 
together, the qualitative and quantitative research outcomes form a richer, fuller response 
to the underlying research problem and subsequent research questions (Sasser 2014).  
1.4.1 Qualitative research phase 
The formative, qualitative phase of the research provided an industry perspective  
from which to respond to the first research question regarding the current situation for 
advertising creativity in China. Consisting of a series of 20 depth interviews with 
advertising practitioners currently operating in China, and taking a modified grounded 
theory approach to analysis, this research unearthed a number of themes related to 
advertising creativity in China. Of these, one critical theme was chosen to form the  
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basis of the subsequent quantitative phase. This theme concerned the potential difference 
in consumer processing and response to creative advertising between city tiers in China1.  
Little is known about how Chinese consumers respond to advertising creativity  
(Broadbent 2011). Even less is known about lower tier Chinese consumers. However,  
in the words of Christopher Vollmer, Global Brand Manager of Booz Digital, ‘ideas  
and creativity still matter a lot, but they need to be connected to… consumer insights’ 
(Precourt 2008, p. 6). Thus, in seeking to understand the state of advertising creativity  
in a Chinese context, it was first necessary to gain an accurate picture of the consumers  
at whom it would be directed. 
1.4.2 Quantitative research phase 
The quantitative research employed a quasi-experimental approach in the form of an 
online survey whereby Chinese consumers were asked a series of questions to assess their 
responses to creative and non-creative ad stimuli. Building on the central theme of tier 
differences that emerged from the practitioner interviews, surveys were conducted in tiers 
one and two, and tier five and six cities, across China. Subsequent analysis of the collected 
data provided responses to the remaining research questions and the associated hypotheses. 
 
1.5 OUTLINE OF THE THESIS 
An outline of the thesis is presented as a structural diagram in Figure 1.1.  
 
 
 
 
 
 
 
 
 
 
 
1See section 1.6 for a definition of Chinese city tiers   
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Figure 1.1 Structure of the thesis 
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Chapter Five describes the process and outcomes of the qualitative phase of the  
research. It commences with a profile of the practitioner participants and follows with 
analysis and discussion of the themes to emerge from the depth interviews. These  
themes in turn, informed the development of a conceptual model and associated 
hypotheses, which were then tested in the quantitative phase.  
Chapter Six reports the results of an online survey conducted with consumers across 
China and an exploration of the hypotheses associated with the research questions that 
underpin the thesis. The chapter begins by reporting the participant profile. It then 
provides an evaluation of the validity and reliability of each construct in the conceptual 
model using coefficient alphas, exploratory and confirmatory factor analysis and 
correlation analysis. Regression analysis and structural equation modeling are used to 
examine relationships between constructs and to determine the moderating effects of 
individual creativity and uncertainty avoidance. The chapter concludes by reporting and 
discussing the key findings of the hypothesis testing. 
Chapter Seven brings together the findings from the qualitative and quantitative  
research phases to present a detailed discussion of how each of the research questions  
and associated hypotheses has been answered. Finally, the academic and management 
implications arising from this study are identified and discussed, along with opportunities 
for future research.  
1.6 DEFINITIONS 
To ensure clarity and consistency of meaning of key words used throughout the thesis,  
the following definitions are provided.  
West versus East: The use of the word ‘West’ provides a shorthand expression for regions 
and nations that include the United States, Europe, Canada, Australia and New Zealand 
(Kurth 2004). The term ‘East’ is used in this thesis to describe Asian nations including 
Japan, China, Vietnam and India; while ‘non-Western’ may refer to Asian nations plus 
African, Latin American, Eastern-European countries. 
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Emerging markets: Also known as ‘evolving’ or ‘developing markets’, the term describes 
national economies that are experiencing rapid growth but have not yet have reached full 
economic stability and maturity (Anonymous 2008; Khanna & Palepu 2010). 
Consumers: Strictly speaking, a consumer is an individual who purchases a product  
or service for personal use, rather than manufacturing or resale purposes. In the context  
of this thesis, the term is used more generically to refer to anyone who makes  
purchase decisions and can be influenced by marketing and advertising efforts 
(investorwords.com 2014). 
Advertising creativity: Refers to advertising concepts that are both ‘divergent’ and 
‘relevant’ (see definitions below). For an idea to be considered creative, it must exhibit  
both originality and appropriateness in some measure (Sasser, Koslow & Kilgour 2013).  
Divergent: An advertising idea that is novel, original and even ambiguous in comparison 
to the expected norm (Smith & Yang 2004; Van Dyk 2014). 
Relevant: A concept that is appropriate in how it relates to the objectives, strategy  
and target audience that have been determined for the advertising (Smith & Yang 2004; 
Van Dyk 2014). 
Desire to postpone closure: A state of mind characterised by the savouring of  
uncertainty and reluctance to commit to a definite opinion. It is said to result in open 
mindedness, curiosity and postponing of judgment about an advertised brand (Yang, 
Bublitz & Wang 2014). 
Positive affect: Positive emotion produced as an outcome of affective or emotional  
thought processes that, in turn, drives a behavioural response (Yang & Smith 2009;  
Percy 2012: Taute, Peterson & Sierra 2013).  
Individual creativity: A personality trait characterised by an ability to solve problems  
in unexpected ways, divergent thinking, openness to new experience and intellectual 
curiosity - among other things (McCrae 1987; Gardner 1988; Kaufman, Pumaccahua  
& Holt 2013). 
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Uncertainty avoidance: There is a definite overlap between uncertainty avoidance  
at cultural and individual levels While an uncertainty avoidance score at a national  
level cannot be used to predict individual behaviour, it is reasonable to expect that a  
high uncertainty avoidance culture would yield more people who fit the definition  
of uncertainty avoidance (de Mooij 2014). Uncertainty avoidance, one of Hofstede’s  
(1980) cultural values, is defined as the degree to which individuals feel threatened  
by uncertain, ambiguous or undefined circumstances (Choi & Kim 2008). The  
underlying dimension of uncertainty avoidance is ‘intolerance for ambiguity’  
(Maher & Parikh 2011).  
Chinese city tiers: A system introduced by the Chinese government in the 1980s as  
a means of planned prioritization of infrastructure and urban development throughout  
the nation (Starmass 2011). Although the tier system began as a bureaucratic classification, 
it has now become a proxy for demographic and social segmentation in China (eg. Liu, 
Liang & Michelson 2014). 
1.7 DELIMITATIONS OF RESEARCH SCOPE   
The scope of the thesis is limited to the Chinese advertising industry and the responses  
of Chinese consumers, from tier one and two, and tier five and six cities, to advertising 
creativity. Whilst there are implications for future research that arise from the reported 
findings, no attempt is made to generalise the findings to other populations or industries. 
1.8 CONCLUSION TO THE CHAPTER 
This chapter laid the foundations and provided the background for the research thesis. It 
introduced the research problem and subsequent questions to be addressed by the research. 
The research was justified and definitions given. An outline of the methodology and the 
scope, structure and limitations of the thesis were presented. On this basis, the thesis now 
proceeds with a detailed description of the research. 
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CHAPTER TWO – LITERATURE REVIEW 
 
2.1 INTRODUCTION TO THE CHAPTER 
Chapter One presented the background and context for the thesis along with an overview 
of the research problem and hypotheses. The broad field of enquiry was introduced, 
followed by a statement of the anticipated research contribution and an outline of the 
research methodology, scope and structure. 
This chapter presents a review of literature from four important areas of existing theory:  
advertising creativity, information processing, individual creativity and the influence of 
culture. The junction of these four domains provides the impetus and opportunity for the 
following thesis. In the process, discrepancies in the current literature and between theories 
are investigated and identified. This leads, in turn, to the development of a conceptual 
model to be presented and explored in following chapters.  
Figure 2.1 provides an overview and guide to the following chapter. 
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Figure 2.1 Literature review structure 
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little has actually changed. For a comprehensive summary of advertising creativity 
research, see Appendix A.  
The starting point for this overview was to conduct an online search, beginning with  
all articles that cite Zinkhan’s (1993) plea. Next, a more general search of any papers 
dealing with advertising and creativity (and including a definition of advertising  
creativity) ensured that all key papers were captured. The final list is quite small. It  
seems that advertising creativity research - at least until 2008 - had still not received  
the attention Zinkhan (1993) and the others who subsequently joined the cause (eg.  
West & Ford 2001; Smith & Yang 2004; Sasser & Koslow 2008) envisaged for it. As 
Johar, Holbrook and Stern had observed in 2001; ‘ironically, advertising creativity has 
barely been studied’ (p.2). However, from 2008 to the present, there have been quite a 
number of articles published - no doubt spurred by special issues of the Journal of 
Advertising (Winter 2008) and the Journal of Advertising Research (September 2013) - 
featuring the issue of creative advertising research. 
Advertising creativity differs from creativity found in other disciplines. Advertising 
creativity is required, often under tight constraints such as marketing objectives, budgets, 
client and agency briefs and the layers of approval required within and without the agency, 
to work extremely hard (Bell 1992; McStay 2010). Yet, it is all the while subjected to 
intense scrutiny and constant review. It is also difficult to quantify, measure and define 
(West, Caruana & Leelapanyalert 2013). 
Some of the most notable researchers who have explored the area of advertising  
creativity in recent years include Smith and Yang with various colleagues (2004; 2009; 
Smith et al. 2007; Smith, Chen & Yang 2008), El-Murad and West (2004) and Dahlen, 
Rosengren and Torn (2008). Collectively, they established models for testing advertising 
creativity and successfully operationalised them. They developed a working definition of 
advertising creativity (divergence and relevance) and investigated the effects of creative 
advertisements on consumers – demonstrating that the role and value of creativity  
in advertising goes beyond attracting consumers’ attention in an increasingly crowded 
media environment. In 2008, Baack, Wilson and Till examined the effect of creative 
advertising on recall and persuasion. More recently, Kilgour, Sasser and Koslow (2013), 
explored the reliability of using creativity awards as measures for advertising creativity, 
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finding that originality is generally favoured over relevance or appropriateness. Apart  
from these examples, however, there are many aspects of advertising creativity that  
remain somewhat unknown. This is even more pronounced in non-Western contexts  
such as China.  
2.2.1 Defining advertising creativity 
As can be seen from the summary of advertising creativity research, presented in 
Appendix A, there have been numerous attempts to define ad creativity. However, for 
something that is reportedly as difficult to define as advertising creativity (West, Caruana 
& Leelapanyalert 2013), there is in fact, substantial agreement between authors over time. 
Without exception, each of the researchers mentioned in this survey define advertising 
creativity as a combination of originality (or some variation of this - divergence, novelty, 
unexpectedness) and appropriateness (or relevance, usefulness, meaning, value).  
Sasser, Koslow and Kilgour (2013), for example, argue that originality and appropriate-
ness - in addition to defining creativity in general - are also the defining elements of 
advertising creativity. Creativity, in an advertising context, refers to ideas that are both 
‘original’, where a concept is divergent or novel in comparison to the expected norm, and 
‘appropriate’ in how they relate to the objectives, strategy and target audience that have 
been determined for the advertising. Thus, a creative advertisement is one that is both 
original and appropriate.  
West, Caruana and Leelapanyalert (2013) also arrive at what is essentially the same 
definition of creativity, summarising it as ‘the ability to produce work that is both novel 
(i.e., original, unexpected) and appropriate (i.e., useful, adaptive concerning task 
constraints)’ (p. 3). Mallia, Windels and Broyles (2013) likewise argue that, ‘though 
semantics differ, most definitions of “creativity” identify novelty and appropriateness  
as critical elements’ (p. 342).  
El-Murad and West (2004) define advertising creativity in the words of Leo Burnett 
(1968) as, ‘the art of establishing new and meaningful relationships between previously 
unrelated things in a manner that is relevant, believable, and in good taste, but which 
somehow presents the product in a fresh, new light’ (p.190). Smith and Yang (2004) 
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expand upon and consolidate this definition, setting up a pragmatic and consumer-oriented 
definition and approach to advertising creativity, and paving the way for some innovative 
thinking in this field.  
There are two notable exceptions to the standardised, two-dimensional definition of ad 
creativity, however. Ang and Low (2000) propose adding emotion to the defining factors, 
while White, Shen and Smith (2002) add execution. But it is worth noting that in neither 
case do the researchers provide convincing evidence to support the inclusion of either 
emotion or execution in a global definition of advertising creativity. This is not to say that 
emotion and execution can be completely dismissed. The possibility remains that either  
or both of these variables could have a moderating effect on the impact of advertising 
creativity and will be more fully explored later in the research.  
Thus, for the sake of providing a parsimonious and workable definition of advertising 
creativity it will, in this thesis, be constrained to the interaction between two distinct 
elements - divergence and relevance - where divergence refers to ‘the extent to which  
an ad contains elements that are novel, different or unusual’ (Yang & Smith 2009,  
p. 936) and relevance refers to ‘elements that are meaningful, appropriate and useful  
and valuable to the audience in some way’ (2009, p. 280). For an advertisement to be 
considered creative, it must therefore be both divergent and relevant - although this can be  
in varying proportions.  
2.2.2 Measuring advertising creativity 
In addition to being difficult to define, creativity is said to be almost impossible to  
measure and quantify (Khatena 1982; Hunsaker & Callahan 1995). Certainly the  
number of different scales and measures employed in the advertising creativity research, 
summarised in Appendix B, points to the complexity of the issue. El Murad and West 
(2004) provide a review of creativity measures used in advertising research between 1950 
and 2000, concluding that while psychometric measures are still useful for determining 
individual creativity, measuring advertising creativity is still largely reliant on some form 
of expert opinion - usually award shows. Bell (1992), for example, proposes that audience 
response to a creative product (eg. a television commercial) may provide a useful proxy  
for creativity, measured audience reaction instead of attempting to measure creativity.  
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This research, building as it does on models previously established by Smith, Yang and 
colleagues (Smith & Yang 2004; Smith et al. 2007; Smith, Chen & Yang 2008; Yang & 
Smith 2009) uses the creativity (divergence and relevance) measures prescribed in their 
research - work which is strongly endorsed by other eminent creativity researchers. For 
example, in their review of advertising creativity research, Sasser and Koslow (2008) 
identify Smith and Yang’s (2004) work as the only response-oriented, theoretical research 
that had been conducted into advertising creativity up to that point. Similarly, McStay 
(2010) describes Smith and Yang’s work as the ‘most comprehensive intervention’ in  
the area of advertising creativity research (p.38). 
2.2.2.1 Divergence and relevance 
Smith et al. (2007) identified five key determinants of divergence in creative advertising: 
originality, flexibility, elaboration, synthesis and artistic value. Originality refers to 
elements within an advertisement that are rare, surprising, not obvious or commonplace. 
Flexibility refers to ideas within an ad that are perceived to be different, or switch from 
one perspective to another. Elaboration is determined by unexpected details or the 
extension of basic thoughts into intricate, complicated or sophisticated ideas. Synthesis 
refers to ads that combine, blend or connect ideas or objects that are normally unrelated. 
Artistic value refers to elements of an ad that are visually or verbally pleasing or attractive 
to the viewer. The second characteristic of creative advertisements is relevance, which 
refers to elements of an ad that are appropriate, meaningful and of value to the audience: 
either brand-related (for example, presenting new information) or ad-related (for instance, 
meaningful music and images) (Smith et al. 2007; Yang & Smith 2009; Van Dyk 2014). 
An important finding that Yang and Smith present in their 2009 paper is that creative 
advertising is not either divergent or relevant, but rather, ‘an effective combination of the 
two: divergence by relevance’ (Van Dyk 2014, p. 50). Further, Yang and Smith’s (2009) 
research shows that advertising which is both divergent and relevant has two important 
effects on consumer information processing and persuasion - a cognitive effect and an 
affective (or emotional) effect (Van Dyk 2014). This issue will be explored in detail in  
the next section.  
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2.2.3 Impact of advertising creativity on consumers  
As established earlier in this chapter, advertising creativity differs from other forms  
of creativity (eg. the arts) in that it has a specific role to fulfill and job to do (El Murad  
& West 2004). A large part of that job involves connecting and communicating with 
consumers (eg. Ang et al. 2014). Advertising creativity has been shown to have positive 
effects for consumers, aside from just creating a ‘contrast effect’ (i.e. standing out from the 
crowd) (Smith & Yang 2004). It is also suggested that creativity induces both cognitive 
and affective consumer processing responses; encouraging depth of processing (thus 
maximising recall) and a willingness to keep an open mind towards the advertising 
message (Smith & Yang 2004; Yang & Smith 2009).  
West, Kover and Caruana (2008) suggest that advertisements do not have to be creative to 
be effective, but propose that ‘safe’ ads are both easy to imitate and eventually lead to an 
apathetic and bored audience. ‘Creative advertisements, on the other hand, allow brands to 
be noticed and impact customer decisions’ (p. 36). Campbell (2013) similarly asserts that 
creativity enables brands to fix and define themselves in consumers’ minds, thus driving 
brand success. According to Campbell, great creativity sustains positive financial growth, 
leading to, ‘massive benefits from increased sales, superior pricing power, greater trade 
leverage, brand loyalty, and resilience in recessionary times’ (2013, p. 223). However, 
Campbell goes on to caution that creativity must act in service to the brand stating that, 
‘proof is no further away than that most humiliating (and all too common) paradox of a 
consumer remembering, with delight, a particular piece of advertising... and having no  
idea of the object of their affection’ (p. 223).  
Rosengren, Dahlen and Modig (2013) further observe that advertising creativity has even 
wider, and often unintentional, benefits for media and brand - and even consumers’ own 
creative processes. They suggest that creative ads send a positive message to consumers 
about the value of the brand, the implication being that the advertiser has spent money  
and resources in having creative ads generated, thus the brand must be ‘worth it’. 
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2.2.4 Culture and advertising creativity 
There is no doubt that advertising creativity is a multi-faceted and complex construct.  
For an area that is credited by many in the advertising industry as the most vital ingredient 
for advertising success (Ashley & Oliver 2010; Mallia, Windels & Broyles 2013), it 
remains noticeably under-researched (Sasser & Koslow 2008). The past few years have 
seen a renewed interest in ad creativity research but there is still a long way to go with the 
vast majority of existing research, including the development of models and theory, having 
taken place in the West - most notably the US (Niu & Kaufmann 2013). The following 
chapters build on current literature and models to provide an examination of advertising 
creativity that takes into account the possible impact and influence of culture and 
individual creativity, all the while seeking the views and responses of both advertising 
practitioners and consumers alike. 
2.3 INFORMATION PROCESSING AND PERSUASION 
For the past sixty years, researchers have been seeking to understand, describe and  
predict consumers' attitudes and responses to advertising (MacInnis & Jaworski 1989)  
by examining the key cognitive (thought), affective (emotion) and conative (motivation) 
stages of consumer response to advertising messages (Palda 1966; Yang & Smith 2009). 
The motivation for marketers is, of course, to find any variable that that could reduce 
consumer resistance - or conversely, enhance consumer response - to persuasion (Yang  
& Smith 2009).  
Since the 1980s, information processing has been one of the dominant paradigms 
informing and underpinning advertising creativity research (Baack, Wilson & Till 2008; 
Sasser & Koslow 2008). Using this information processing approach, creativity has been 
found to increase advertising effectiveness (Smith et al. 2007), leading to higher recall  
and more favourable attitudes towards an advertisement (Ang, Lee & Leong 2007). This 
research, in turn, has led to important insights into consumer cognition and - according  
to Baack, Wilson and Till (2008) - future advertising creativity research should leverage 
these findings. 
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2.3.1 Dual-process models 
Contemporary information processing theories, originating from social psychology 
research, led to the development of models such as the elaboration likelihood model 
(ELM; Petty & Cacioppo 1984; 1986) and the heuristic-systematic model (HSM; Chaiken 
1987; Chaiken & Maheswaran 1994). Both of these models differentiate between ‘central 
route’ (or systematic) processing and ‘peripheral route’ (or heuristic) processing (Chaiken 
& Maheswaran 1994).  
The dual routes – central and peripheral – refer to attitude changes that are based on 
varying levels of elaborative information processing activities. Central route attitude 
change or formation results from extensive information processing (relying on an 
analytical approach and extensive information scrutiny) while peripheral route attitude 
change or formation typically requires less cognitive processing effort, relying as it does 
on pre-existing attitudes or simple rules (heuristics). Under conditions where information 
availability is limited, or motivation to process is low, message evaluation is most likely  
to based on heuristic cues with minimal input from relevant information (Maheswaran & 
Aaker 1997). This of course, has implications for advertising communication where 
consumers have limited time, motivation or information with which to process a message. 
The difference in these two models lies in the question of whether or not heuristic (or 
peripheral) and systematic (or central route) processing can occur simultaneously. Petty  
and Cacioppo’s ELM (1986) has been interpreted as presenting two mutually exclusive 
routes to persuasion (Stiff 1986), while Chaiken’s HSM (Eagly & Chaiken 1993) views 
heuristic and systematic processing as parallel, or possibly simultaneous, modes  
of information processing. Differences aside, both of these models provide a useful 
framework for understanding attitude formation and change through persuasion  
(Crawford 2011). 
2.3.2 Information processing and advertising persuasion 
Persuasive communication, including advertising, has been shown to bring about change 
in a message recipient’s beliefs, producing corresponding outcomes on recipient attitudes 
and thus, behaviours. For instance, exposure to advertising may bring about changes in 
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beliefs about products and resultant attitudes toward using or purchasing those products 
(Yang & Smith 2009). This attitude change may come about as a result of cognitive 
processing (such as when a consumer defers making a purchase decision in favour  
of seeking more information about a product or brand), or affective processing (when 
positive feelings are generated towards the product or brand), or a combination of  
both. As such, the ELM and HSM models have found applications in a marketing and 
advertising context; facilitating the prediction and testing of consumer response  
to advertising messages. In addition, a number of advertising-specific frameworks  
have been developed on the basis of these dual-processing models (Taute, Peterson  
& Sierra 2014). 
Smith and Swinyard (1988), for example, propose an integrative information response 
model that examines the roles of curiosity and uncertainty in consumer’s response to 
product related information. They, as others before them (eg. Wright 1973), challenge the 
belief that cognition, affect and conation happen sequentially and suggest that there are 
many other factors that influence cognitive processing and therefore effective persuasion. 
Smith and Swinyard (1988) additionally argue that uncertainty is not necessarily a 
negative; indeed, when combined with product awareness and interest, it could lead to 
product-related curiosity. These factors - curiosity and uncertainty - also have parallels 
with the uncertainty avoidance and cognitive closure theories that follow in this thesis. 
MacInnis and Jaworski (1989) likewise expand on the ELM, proposing an integrative 
model of advertising that identifies several important phases of ad processing that are 
directly linked to consumer responses. Cognitive responses (thoughts about the brand  
or ad) and affective responses (feelings toward the brand or ad) together determine 
consumer purchase intentions - but many other variables such as needs, motivation,  
ability and opportunity to process information, and exposure to ad stimuli - impact this 
process along the way. 
2.3.3 Information processing and personality traits 
It is also possible that certain personality traits may impact consumer information 
processing ability and motivation (Goodwin & Etgar 1980). One example, which will  
be explored in the next section of this chapter, is individual creativity and consumer 
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innovativeness - characterised, among other things, by open mindedness. In addition,  
it has been suggested that a consumer's characteristic mode of resolving cognitive 
uncertainty may lead them to either seek clarification and additional information or  
avoid uncertainty when it comes to advertising messages (Goodwin & Etgar 1980). 
Individuals with a high need for cognitive closure (NCC) - characterised by cognitive 
impatience - are unlikely to consider new information regarding a brand and adhere to 
their original opinions of the advertised brand (Yang, Bublitz & Wang 2014). 
2.3.3.1 Desire to postpone closure 
‘Desire to postpone closure’ (DPC) was first coined by Yang and Smith (2009) to  
identify and explain the effect of advertising creativity. Need for cognitive closure  
(NCC) is proposed to sit at one end of a continuum with a desire to postpone closure 
(DPC) - characterised by the savouring of uncertainty and reluctance to commit to a 
definite opinion - at the other (Yang, Bublitz & Wang 2014). Exposure to creative ads  
is purported to induce a desire to postpone closure, even in consumers with a high need  
for closure. This is said to result in increased open mindedness, curiosity and likelihood  
of postponing judgments about the advertised brand.  
Yang and Smith’s (2009) research demonstrates that creative advertising (that is, 
advertising that is both divergent and relevant) has two important effects - both a  
cognitive effect and an affective (or emotional) effect - on consumer information 
processing (Van Dyk 2014). The cognitive effect is ‘based on the ability of creative 
advertising to ensure that people view the source [the advertisement] with an open mind 
and a less defensive attitude’ (Van Dyk 2014, p. 50). Creative advertising is therefore 
found to encourage consumers ‘to offer less resistance to the advertisement’s attempts  
to convince him or her’ (Van Dyk 2014, p.50). Smith and Yang’s (2009) findings also 
indicate that as a result of this more open minded attitude, consumers may be more 
inclined to watch the same advertisement again; as well as more positively disposed 
towards purchasing the advertised product or brand.  
2.3.4 Influence of culture on persuasion and consumer processing 
With the increasing globalisation of marketing practice and activity comes an ever-
increasing impetus to understand consumer behaviour ‘in all its cultural complexity’ 
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(Eckhardt & Houston 2007, p.81). Any research that deals with information processing, 
consumer behaviour and decision-making, attitudes towards advertising or advertising 
practice and processes must take into consideration the cultural background of research 
subjects, because this will almost certainly influence the results (Schumann et al. 2010).  
Eckhardt and Houston (2007) assert that ‘consumer research can no longer afford to base 
its theories on economic and psychological assumptions that are applicable only to North 
American or European contexts’ (p. 81) and must take into account the possibility that all 
facets of information processing and response, including persuasion, cognition, emotion, 
memory and attitudes are impacted by culture. Unless the dynamic nature and possible 
impact of culture is embedded in consumer behaviour research, the research is ‘doomed  
to invalid inferences and partial conclusions’ (Douglas & Craig 1997, p. 393).  
In light of these recommendations, Maheswaran and Aaker (1997) investigated the 
applicability of the elaboration likelihood model (Petty & Cacioppo 1994) and heuristic-
systematic model (Chaiken & Maheswaran 1994) to a non-Western culture. They 
concluded that, given the same motivation conditions, subjects in ‘collectivist’ cultures  
use the same central and peripheral processing route as Western respondents from more 
‘individualistic’ cultures (Eckhardt & Houston 2007). However, the robustness of their 
study has been called into question due in large part, to the fact that the subject culture - 
Hong Kong - cannot be assumed to be either wholly collectivist or non-Western (Triandis, 
McCusker & Hui, 1990), due to the prevalence of British influence for the 100 years  
prior. While De Mooij and Hofstede (2010) acknowledge the limitations of Maheswaran 
and Aaker’s (1979) evaluations for individualistic and collectivistic cultures, they 
conclude that the dual process models have been shown to work in non-Western  
cultures. This is an important point to make, given the useful nature of these models;  
it also provides a sound basis on which to proceed with the following research thesis. 
Leung and colleagues (2005) note the complexity of culture, commenting that ‘culture  
can be an antecedent, a moderator or a mediator, and a consequence, and its effects may  
be domain-specific and are subjected to boundary conditions’ (p. 3374). On the other  
hand, Schumann et al. (2010) observe that the only cultural value that seems to have any 
real impact on consumer information processing is uncertainty avoidance - expressed as  
a tolerance of unstructured, ambiguous and uncertain future events - whereas ‘all other 
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cultural values involve aspects that are less likely to be related to the relevance of external 
information sources’ (p. 73). 
It has been proposed that Chinese individuals, in comparison with US, German and 
Japanese respondents, may be more prone to reach ‘snap’ decisions and exercise less 
cognitive processing activity (Weber & Hsee 1998; Yates et al.1998). Leung et al. (2005) 
suggest that this is due to ‘cognitive customs’ that are ‘born out of cultural values and 
reinforced throughout education’ (p. 373) - such as rote memorisation (which is essential 
for learning the complex written Chinese language) and reliance on historical precedent for 
solving problems – rather than any ingrained practice of generating ‘multiple arguments  
on both sides of an issue’ (p. 91). 
This points to a need to investigate information processing and persuasion from,  
and within, a cultural perspective, particularly in light of the possible effect of creative 
advertising on desire to postpone closure in consumers from non-Western backgrounds 
such as China.  
2.4 INDIVIDUAL CREATIVITY 
Another area of theoretical enquiry covered in this thesis is the potential influence of 
individual creativity on consumer responses to advertising communications. It is possible 
that individual levels of consumer creativity may impact on the cognitive and affective 
processing of creative advertising messages. 
For the purpose of identifying which consumers are more likely to appreciate and respond 
to creativity in advertising, it would assist marketers to be able to determine whether or not 
certain people - or groups of people - will be more or less responsive to varying levels of 
creativity in marketing communications. One possibility is that people with higher levels 
of individual creativity will be more receptive, attuned to, and appreciative of, greater 
levels of creativity. Of course, this may also work in reverse whereby highly creative 
individuals will be more cynical or critical of creative efforts to communicate with them.  
Hirschman (1983) states that implementation of creativity in advertising could be  
of great value to marketers, assisting consumers in ‘creating appropriate problem 
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representations and in identifying problem criteria’ (p.158). Yet Hirschman stops short  
of saying that creativity may affect how consumers actually process creative information. 
Steenkamp, Hofstede and Wedel (1999) also hint at this notion, suggesting that advertising 
messages should be ‘novel, ambiguous and designed to generate curiosity in the target 
segment of innovative consumers’ (p. 65). Capon and Lutz (1979) recommend modifying 
marketing communications according to the cognitive capacity and data processing 
capability of different audiences. Hirschman (1983) likewise suggests that a promotional 
message ‘may be too complex for one group of consumers… but too simple for other 
consumers if it lacks sufficient information to stimulate them cognitively’ (p. 153). 
However, the thought that creative consumers may respond more (or indeed less) 
favourably to creative marketing messages than others remains implicit rather than 
explicit. Hirschman, in 1983, posited that consumer creativity (with its related cognitive 
capabilities of intelligence and consciousness) had not yet been fully investigated within  
a consumer context. This situation does not appear to have changed very much in the past 
30 years. 
Given the impetus for marketers to find ever more effective ways to engage their 
audiences (Ang, Lee & Leong 2007; Baack, Wilson & Till 2008), the challenge to explore 
consumer creativity for the sake of its ‘great potential applicability to the investigation of 
individual differences in cognition’ (Hirschman 1983, p. 155), forms one of the main areas 
of enquiry pursued in this thesis. 
2.4.1 Defining individual creativity 
At this juncture, it is important to establish a definition of individual creativity; to 
distinguish it from the concept of advertising creativity in the preceding section whilst 
being very clear about which ‘individuals’ the thesis is referring to.  
Individual creativity does not necessarily have the same characteristics as advertising 
creativity. As discussed in the preceding section, advertising creativity is all about the 
product – that is, the result or consequence of creative thought processes. Thus, we can 
define a creative ad (or any creative output) as exhibiting divergence and relevance in 
some measure (Smith & Yang 2004). However, a creative person cannot be defined in 
quite the same way. While the thought processes of a creative person can be described as 
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divergent, it makes little sense to describe this same person or their thought processes as 
relevant. Only the outcome of their processes could be described as such. Hence, it is 
helpful to consider advertising creativity as an outcome variable and individual creativity 
as an antecedent that impacts on other related variables (Chen 2012).  
2.4.1.1 Creativity and intelligence 
Guilford (1956) is widely acknowledged as the first researcher to investigate creativity as a 
distinct entity, believing that most problem solving that takes place in everyday life relies 
on divergent thinking. Guilford asserted that standard intelligence (IQ) testing omits ‘the 
ability to think divergently and be creative’ as an important cognitive function (Smith & 
Yang 2004, p. 33). Hirschman (1983) likewise maintained that creativity as a construct is 
conceptually very closely linked with intelligence. Hirschman suggested that creativity - 
like intelligence - involves acquiring knowledge and repurposing this knowledge for the 
sake of solving problems, arguing that intelligence is a contributing factor, or indeed, a 
prerequisite for creativity.  
2.4.1.2 Creativity as personality trait 
It is also important to establish the distinction between values and traits, particularly  
as reference will be made throughout the thesis to both concepts. Whilst closely linked, 
traits and values are also fundamentally different ideas (Olver & Mooradian 2003). Where 
traits can be defined as essentially innate characteristics that are enduring, inherited rather 
than learned, and immune to parental and social influences (Olver & Mooradian 2003); 
conversely, values are considered to be learned beliefs that develop in response to 
environmental factors (Costa & McCrae 2001; Olver & Mooradian 2003). An important 
point to note is that personality traits are viewed as antecedents to personal values, which 
are relatively stable but can be reordered according to personal experience and social 
expectations (Rokeach 1973). 
Returning to the question of what makes one person more creative than another, Niu 
(2007) suggests that the answer lies in a combination of an individual’s own characteristics 
or traits (eg. creative instinct and motivation) and their environment (eg. social and family 
structure). Other researchers such as Burroughs and Mick (2004) and Moreau and Dahl 
(2005) likewise propose that creative behaviour is determined by a complex interaction 
between the characteristics of the individual and the features of the environment. 
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2.4.1.2 Creativity or innovation 
There is a clear overlap between definitions and understanding of creativity and 
innovation. Ford (1996) and Pirola-Merlo and Mann (2004), among others, use the  
terms creativity and innovativeness interchangeably depending upon their audience  
and area of research. For example, Pirola-Merlo and Mann (2004) observed that their  
interview subjects (participants in R&D projects) were more comfortable with the term 
innovativeness than with creativity but in fact, defined it in terms that resonated with the 
definition of creativity. Ford (1996) goes as far as to state that ‘creativity and innovation 
are sufficiently closely linked to be the same basic concept’ (p. 1112). For the purposes  
of this research however, individual creativity and consumer innovativeness are treated  
as separate, yet complementary, constructs. 
2.4.1.3 Everyday creativity 
The concept of ‘everyday’ creativity was first mooted by Richards in 1981 as an attempt  
to interpret and explain creative activities undertaken by the average person on a daily 
basis (Kaufman & Beghetto 2009). This research focus provides a counterpoint to the 
alternate stream of investigation - that of ‘eminent’ creativity (eg. Simonton 1991) -  
which concentrates attention on renowned individuals and their high-level creative 
achievements, but may lead to the misconception that only a certain, gifted elite can  
be creative (Kaufman & Beghetto 2009). By contrast, the concept of everyday creativity  
helps to underscore the value and enjoyment that creative thought and action brings to 
ordinary settings such as schools, workplaces, home or social settings. As Kaufman and 
Beghetto (2009) state, individuals may use their creativity to express themselves, sort out 
emotions, or explore ideas and life experiences’ (p. 7).  
Certainly, for the purpose of investigating the possible moderating effects of individual 
creativity on consumer processing, this notion of everyday creativity is more useful than 
limiting the scope of the research to an elite population.  
2.4.2 Consumer creativity 
The concept of creativity or innovativeness as applied to a consumer context was first 
explored in the 1970s (Midgley & Dowling 1978). Hirschman (1980) later coined the  
term ‘consumer creativity’, defining it as ‘the problem-solving capability that may be 
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applied toward consumption-related problems’ (p.156). However until now, consumer 
creativity research has focused more on consumer response to product innovation, 
purchase and consumption experiences rather than on how consumer creativity influences 
processing of advertising messages (eg. Berthon et al. 2007; Blocker et al. 2013). In fact, 
few, if any researchers appear to make any connection between the two concepts - 
although Bonhomme, Christodoulides and Jevons (2010) examined the connection 
between creative consumers and user generated content in building brand equity. Smith 
and Yang (2004) for example, hint that the level of creativity in the audience members 
exposed to a creative advertisement may have some impact on how they process it, but  
do not explore the idea further. Similarly, although there is a considerable amount of 
consumer innovation research, this also centres on new product adoption and diffusion 
(Vandecasteele & Geuens 2010; Tellis & Yin 2010). From this brief survey of the extant 
literature, it is evident that individual or personal creativity is not the same, even in a 
marketing sense, as consumer creativity or innovation. 
2.4.3 Characteristics and measures of individual creativity 
In keeping with the multi-faceted and complex nature of individual (and indeed, consumer) 
creativity, there is a wide array of creativity measures available to researchers. Appendix B 
provides an overview of some (but by no means all) of the measures commonly used in 
consumer creativity research over several decades. These instruments have generally been 
derived from studies of individuals already determined to be creative, examining their 
common characteristics to develop a set or traits which then serve as a reference to test 
other individuals, on the assumption that those who compare favourably also exhibit 
potential for creativity (Plucker & Makel 2010).  
2.4.3.1 Characteristics of creative individuals 
Many different researchers, over several decades, have attempted to catalogue the 
attributes of creative people. Table 2.1 summarises these attempts. Although the 
methodologies and ensuing lists vary considerably in detail, on closer inspection,  
there are also numerous recurring themes. For example, Barron and Harrington (1981) 
proposed that creative individuals are open to new experiences, value aesthetics, have  
broad interests, high energy, independence of judgment, are attracted to complexity,  
have an ability to resolve conflicting situations and a strong sense of their own creativity. 
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McCrae’s (1987) longitudinal study of data collected by the Baltimore Longitudinal Study 
of Aging (BLSA) between 1959 and 1972 demonstrated that creative people - across 
domains - are characterised by intellectual curiosity, openness to experience, aesthetic 
sensitivity, liberal values, emotional differentiation and divergent thinking. Gardner 
(1988), in his review of key creativity research from 1952 to 1978, found that creative 
individuals regularly solve problems and devise unusual or unique products in one or more 
domains of activity. Gardner also observed that creativity in individuals is more about 
cognitive style than superior intellect. Creative people are more likely to take risks, explore 
complex and challenging problems and ‘stand out from others in their profession in terms 
of their independence, self-confidence, unconventionality, alertness, ready access to 
unconscious processes, ambition, and commitment to work’ (p. 17). Similarly, research 
conducted by Feist (1998) revealed that creative people (artists and scientists) tend to share 
common personality characteristics including autonomy, introversion, openness to new 
experiences and impulsivity. More recently, Kaufman, Pumaccahua and Holt (2013) 
reported findings of a study conducted with 3295 college students across a range of 
disciplines using a variety of established creativity measures: the International Personality 
Item Pool (IPIP; Goldberg et al. 2006), the Self Assessment of Creativity Scale (SAC; 
adapted from Baer & Kaufman 2005), and the Compound Remote Associates Task 
(CRAT; Bowden & Jung-Beeman 2003). Their findings indicate that creative students 
(those majoring in science and arts) were more open to new experiences and aware of their 
own creativity, but less extroverted, agreeable and conscientious than those in business and 
social work majors. 
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Table 2.1 Characteristics of creative individuals 
Authors Research 
method  
Characteristics Domain Scale or data origin Sample Reliability Country 
tested 
Barron & 
Harrington 
(1981) 
Literature 
review 
Aesthetic sensitivity, Broad 
interests, Attracted to 
complexity, High energy, 
Independence, Autonomy, 
Intuition, Self confidence, 
Tolerance of ambiguity, 
Divergent thinking, 
Awareness of own creativity 
 
Cross-
discipline 
Guilford 1956; Torrance 
1967; Resnick 1976; 
Csikszentmihalyi & Getzels 
1973; Carroll & Maxwell 
1979; Pellegrino & Glaser 
1979; Sternberg 1979; 
Corballis 1980 
Not 
reported 
Not reported Not 
reported 
McCrae 
(1987)  
Ethnography Intellectual curiosity, 
Openness to experience, 
Aesthetic sensitivity,  
Liberal values, Emotional 
differentiation, Divergent 
thinking 
Cross-
discipline 
Creative Personality Scale 
(CPS; Gough 1979); NEO 
personality Inventory 
(NEO-PI; Costa & McCrae, 
1985); Divergent thinking 
measures; Fluency tests 
(eg. Christensen, Guilford 
& Wilson 1957) 
268 men CPS Internal 
consistency: 0.73-
0.81; NEO-PI 
Internal consistency: 
0.73-0.81; Fluency 
Internal consistency: 
0.63-0.81 
USA 
Feist (1998)  Literature 
review 
 
Openness, Introversion, 
Autonomy, Norm doubting, 
Self confidence, Ambition, 
Dominance, Hostility, 
Conscientiousness, 
Impulsivity, Self acceptance 
Arts 
Science 
Five Factor Model (FFM; 
Costa & McCrae 1995; 
Digman 1990; Goldberg & 
Rosolack 1994; McCrae & 
John 1992); California 
Psychological Inventory 
(CPI; Gough 1987); Sixteen 
Personality Factor 
Questionnaire (16PF; 
4000 
across  
3 groups 
FFM (strongest 
items): Cohen’s d = 
0.30-0.39; CPI 
(strongest items): 
Cohen’s d = 0.50-
0.77; 16FP (strongest 
items): Cohen’s d =  
-0.60-0.60; EPQ 
(strongest item): 
Not 
reported 
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Cattel, Eber & Tatsuoka 
1970); Eysenck Personality 
Questionnaire (EPQ; 
Eysenck & Eysenck 1975) 
Cohen’s d = 0.66 
Gardner 
(1988) 
Literature 
review 
Problem solving, Divergent 
thinking, Convergent 
thinking, Ideation fluency, 
Risk taking, Attraction to 
complexity, Independence, 
Self confidence, 
Unconventionality, 
Alertness, Ready access to 
unconscious processes, 
Ambition, Ready to work 
 
Cross-
discipline  
Barron 1958, 1969; 
MacKinnon 1962, 1978; 
Roe 1952 
 
Not 
reported 
Not reported Not 
reported 
West (1993) Survey Originality, Intelligence, 
Vision, Strategic thinking, 
Confidence, Resilience 
Advertising Unspecified number of 
items measure attitudes 
towards creative 
management, personalities, 
philosophies, strategies, 
executions and processes 
 
303 ad 
creatives 
Not reported USA  
Canada 
UK 
Rudowicz & 
Hui (1997) 
Survey Innovativeness, Intellect, 
Dynamism (willing to try 
new things), Boldness, Social 
style, Aesthetic sensitivity - 
absent, Humor – absent 
 
Non 
specific 
60 item questionnaire (5 
factors); 5 point rating scale 
278 
parents, 
teachers, 
students 
Innovative a = 0.88; 
Intellectual a = 0.86; 
Dynamism a = 0.72; 
Boldness a = 0.69; 
Social style a = 0.40 
Hong Kong 
Chinese 
Ewing, 
Napoli & 
West (2000) 
Survey Originality, Intelligence, 
Visionary ability,  
Strategic thinking 
Advertising  West (1993) 58 ad 
creatives 
Not reported Australia 
Singapore 
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Qian, 
Plucker & 
Shen (2010) 
Survey Self confidence, Norm 
doubting, Internal 
motivation, Persistence, 
Curiosity, Risk taking, 
Openness, Independence, 
Self acceptance 
Non 
specific 
Chinese Adolescents’ 
Creative Personality 
Inventory (CACPI): 62 
items (9 subscales); 5 point 
rating scale 
 
1300 
adoles-
cents  
a = 0.61–0.78 Hebei 
province; 
Beijing 
(China) 
Rudowicz & 
Yue (2011) 
Survey Innovativeness, Observance, 
Originality, Flexibility, 
Willing to try new things, 
Self confidence, Imagination, 
Aesthetic sensitivity – absent, 
Humor – absent 
Taiwan & 
China: 
science & 
technology; 
Hong 
Kong: 
business & 
finance 
60 item questionnaire; 5 
point Likert scale 
451 
university 
students 
Not reported Beijing, 
Guangzhou 
(China) 
Hong 
Kong, 
Taiwan 
Kaufman, 
Pumaccahua 
& Holt 
(2013) 
 
Survey Openness to experience; 
Awareness of own creativity, 
Artistic interests, 
Extraversion – lower, 
Agreeableness – lower, 
Conscientiousness - lower 
Art  
Science 
Social work 
Business 
International Personality 
Item Pool (IPIP; Goldberg 
1999; Goldberg et al. 
2006); Self Assessment of 
Creativity Scale (SAC; 
adapted from Kaufman & 
Baer 2004); Compound 
Remote Associates Task 
(CRAT; Bowden & Jung-
Beeman 2003) 
 
3295 
college 
students 
IPIP (5 factors):  
a = 0.74–0.83;  
SAC: a = 0.86; 
CRAT: a = 0.77 
USA 
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In reviewing the extensive literature on the topic of individual creativity, a number of  
clear strengths and weaknesses become apparent. Whilst there is an impressive volume  
and depth of psychometric work available to interested researchers and practitioners,  
there is also an apparent lack of construct validation due to infrequent evaluation of the 
psychometric integrity of assessment tools conducted by creativity researchers (Plucker & 
Makel 2010). Likewise, given the complex and multi-faceted nature of creativity, it is 
difficult to unravel a simple definition, or to achieve consensus on what constitutes an 
effective measure of creativity (Mumford & Gustafson 1988). The first challenge for this 
research is to distil this vast number of possible determinants of creativity into a succinct 
yet effective measurement scale. The next challenge is to ensure that whatever measures to 
be utilised are relevant to, and understood by, Chinese respondents. Both of these issues 
will be taken up, and research methodologies and measures explored and developed, in 
subsequent chapters.     
2.4.4 Creativity across cultures 
The results cited in Table 2.1 are predominantly from Western research; however there is 
an expanding body of knowledge regarding the perception and application of creativity 
across cultures (Lubart 2010). In particular, creativity research in China is a fairly recent - 
but growing - phenomena following government prioritisation of creative research and 
education in 2006 (Niu & Sternberg 2006).  
Until the 1980s and 90s, creativity research relied on the ‘import’ of Western concepts  
and measures of creativity (Rudowicz 2003; Lubart 2010). In fact, Triandis (1996) 
proposed that most current psychology knowledge and practice is based on six percent of 
the world’s population living in the US, while more than 20 percent of people in the world 
are Chinese. As psychologists became more aware of the significant impact of culture in 
the development of creativity, investigation commenced into Western versus non-Western 
views of creativity (Ng 2001) and specific cultures and their perceptions of creativity 
(Rudowicz & Yue 2003). Yang and Bond (1990) claimed that one of the staples of 
Western personality research, the five factor model (FFM; Norman 1963), does not 
correspond fully with personality traits found in Chinese culture: social orientation, 
competence, expressiveness, conservatism, self-control and optimism. However, while 
their research purports to represent Chinese culture, their sample was only taken from 
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Taiwan, which is far from being a typical representation of mainland China (Lu et al. 
2003). Additionally, the five factors explored by Yang and Bond (1990) did not include 
‘openness to new experience’, including instead a factor labelled ‘culture’. Later work  
by researchers such as Cheung et al. (2008) nevertheless demonstrated that openness is  
one of the five personality factors from the FFM that has been replicated across cultures 
including China. Similarly, Qian, Plucker and Shen (2010), and Rudowicz and Yue 
(2011), reveal the commonalities that emerge across cultures such as openness to 
experience, self-confidence, problem solving and risk taking (see Table 2.1). It is on  
these factors that the research framework developed in following chapters is built. 
2.4.4.1 Chinese perceptions of creativity 
There is a persistent stereotype that Asian people – and Chinese people in particular – are 
less creative than Westerners, and do not respond to creativity in the same way (Broadbent 
2011; Wong & Niu 2013). For example, a study conducted by Wong and Niu (2013) 
amongst college students in the US showed that it is not only Westerners that hold this 
view, but also Chinese-born students themselves. They found that participants persisted in 
the belief that American students are more creative than Chinese - even when they were 
told otherwise. In fact, Niu (2012) points out that a book on the same topic, Why Asians 
are less creative than Westerners (Ng 2000), became a best seller in the author’s home 
country of Singapore and has enjoyed wide circulation, both academically and publically, 
for the past ten years. 
There are many possible explanations for this perceived difference in creative abilities 
between Asian and Western people, but most of the reasons stem from divergent 
understandings – and thus measures – of cognition and creativity between the groups.   
For example, Broadbent (2013) suggests that patterns of attention and perception may 
differ between Asians and Westerners, stemming from ‘the difference between Socrates 
and Aristotle on the one hand, and the Buddha and Confucius on the other’ (p. 3) whereby 
Westerners may think in terms of discrete objects and logic, but for many Asians, thinking 
about objects or events in isolation is to invite errors of judgment and mistaken 
conclusions. Rudowicz (2003) similarly concludes that a while a Western definition of 
creativity includes novelty and originality, this emphasis on newness is not shared by the 
East.  Instead, creative individuals in an Asian context must conform to socio-cultural 
norms whilst simultaneously detaching from them. Whilst these norms are seen as 
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unchangeable, people remain free in their deeds and actions. Thus, an individual can 
conceive new and original ideas or products yet remain committed to the socio-cultural 
system. In Asian cultures therefore, creativity may include rather than contradict, the 
concept of conformity (Khaleefa et al. 1996; Rudowicz 2003), thus taking the form of 
modification and adaptation.  
However creativity is measured, and whatever scales are established and utilised, it  
is important to make the point that individual creativity cannot be understood apart  
from the socio-cultural systems in which the individual operates (Ewing, Napoli & West 
2001). These systems define and influence judgments about creative ideas and products 
(Rudowicz 2003). As Csikszentmihalyi (1999) asserts, creativity is more than just a mental 
process and should be perceived as a social and cultural phenomenon, while Lubart (2010) 
describes creativity as being ‘embedded’ in culture. Indeed, as Smith & Yang (2004) note, 
the divergence and relevance components of creativity are determined by the context and 
culture in which they appear. 
2.5 CULTURAL VALUES 
Culture is considered one of the most important environmental and social factors 
impacting on the development of individual values (Rokeach 1973; Tse, Belk & Zhou 
1989). Each cultural value system includes sets of beliefs, attitudes and activities; 
individuals within a given culture construct their attitudes and actions influenced by,  
and in the context of, these cultural values. Cultural values are recognised as having a 
powerful influence over the motivations, lifestyles and product choices of individual 
consumers (Tse, Belk & Zhou 1989).  
2.5.1 Culture and cultural values defined 
The concept of culture is broad and complicated, and defies simple explanation (Yaprak 
2008). Culture is not group membership (Adams & Markus 2004), nor is it ‘a proxy for 
nation or society’ (Eckhardt & Houston 2007, p. 82). Rather, culture is the ‘patterns of 
thinking, feeling, and acting common to a particular group of people’ (Eckhardt & 
Houston 2007, p. 82). Culture is learned and dynamic over time, enabling people to 
communicate and interact within a society (Adams & Markus 2004) and can best be 
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described as ‘the collection of values, beliefs, behaviours, customs, and attitudes that 
distinguish a society’ (Fan 2000, p. 3).  
It is important to note that the study of culture is, firstly, not limited to a geographical 
understanding and secondly, can take place on multiple levels. Thus cultural research  
may investigate international (between nations), national (within a nation), regional 
(subcultural), business (industry or profession) or organisational (corporate) structure  
and function (Eckhardt & Houston 2007). However, the primary focus of this thesis is 
national culture (within China). 
Cultural values guide and shape behaviour and beliefs, are relatively enduring, and  
provide the norms by which everything is judged within a society (Fan 2000). A number  
of frameworks have been developed over the years to define and articulate cultural  
values, and to help explain and interpret differences that occur across diverse cultural 
environments (De Mooij 1998). These include Hofstede’s cultural values (1980, 1991, 
2001), the Schwartz value survey (SVS; Schwartz 1992; Schwartz & Bilsky 1990) and 
House et al.’s GLOBE project (2004). Of these, Hofstede’s model is perhaps the best 
known – at least from a marketing and advertising perspective (Hatzithomas, Zotos & 
Boutsouki 2011). Whilst the country scores Hofstede put forward were originally derived 
from his research into work-related values and behaviours for IBM - derived from an 
extensive study of IBM employees across 53 countries in 1967 and 1973 (Yoo, Donthu  
& Lenartowicz 2012) - there are numerous examples of where these values have been 
successfully adapted to consumer research (Steenkamp, Hofstede & Wedel 1999). Care 
must obviously be taken when applying a set of measures to another discipline - 
particularly, as Nakata points out (2009), the world has changed so much since Hofstede 
first published his findings in 1980. Many researchers highlight both the difficulty of 
providing a definitive measure for something as dynamic and fluid as culture and the 
profound cultural change that is occurring within China (Nakata 2009). However, it would 
seem that Hofstede’s cultural values still have resonance in many quarters (Westwood & 
Low 2003), including advertising research.  
Hofstede’s original cultural values (1980) identify four broad cultural classifications - 
collectivism versus individualism, power distance, masculinity versus femininity and 
uncertainty avoidance. Although Hofstede’s value system (1980, 1991, 2001) is often cited 
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in Chinese cultural research, Hofstede did not, at any stage, administer the IBM study in 
mainland China (Ogden & Chen 2005; Hofstede 2001). Instead, in 1984, Hofstede joined 
forces with Bond to develop the Chinese Value Survey (CVS) - a separate set of values 
more appropriate to Chinese cultures (Hofstede 2001). This survey, based on the Value 
Survey (Rokeach 1973) and consultation with four ethnic-Chinese academics (two from 
Hong Kong and two from Taiwan), comprised 40 items. These items were then compared 
with Hofstede’s (1980) cultural values, finding correlation with three of the four original 
dimensions, but not uncertainty avoidance (Hofstede 2001). Hofstede speculates that this 
dimension was not important to ‘the Chinese minds that composed the Chinese Value 
Survey’ (2001, p. 354) due to its association with a search for ‘absolute truth’. However, 
this finding calls into question the generalisability of the so-called Chinese values, given 
that none of the developers were actually from mainland China. Nonetheless, the CVS 
brought about the inclusion of a fifth dimension in Hofstede’s value scale - that of long-
term versus short-term (or Confucian) orientation (Hofstede 2001). 
2.5.2 Cultural values in advertising research 
The handful of studies investigating links between culture and advertising creativity have 
tended to focus on the contrast between individualist versus collectivist cultures (eg. 
Zhang & Shavitt 2003; Wang 2008; Zhang 2009). However, there is more recent research 
that suggests that another of Hofstede’s five cultural dimensions – cultural uncertainty 
avoidance (1980, 1991, 2001) – may have a significant bearing on the way consumers 
process advertising messages (Hatzithomas, Zotos & Boutsouki 2011; Lee & Yoo 2012).  
It is this cultural value of uncertainty avoidance that provides the foundation for the 
conceptual model put forward in the next chapter of this thesis. 
2.5.3 Cultural uncertainty avoidance 
Uncertainty avoidance can be defined as the extent to which people feel threatened by 
uncertain, ambiguous, or undefined situations (Choi & Kim 2008; Ray 2014). It has been 
suggested that people from high uncertainty avoidance cultures prefer predictable 
situations that lead to a reduction in ambiguity (Leonard, Van Scotter & Pakdil 2009) and 
are more likely to apply decision heuristics to information processing than those from low 
uncertainty avoidance cultures (Jung & Kellaris 2004). Thus, it could be expected that 
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consumers in such cultures would prefer less ambiguity and more certainty in advertising 
messages. It also follows that people in a low uncertainty avoidance culture would be more 
accepting of less tangibility and less certainty in advertising messages (Choi & Kim 2008).  
This raises the question of the potential effect of advertising creativity (which is, by 
definition, divergent and unexpected) on consumers from a high uncertainty avoidance 
culture. If China is found to be a high uncertainty avoidance nation, it is logical to  
assume that Chinese people are generally less tolerant of uncertainty and ambiguity,  
less inclined to open mindedness and more conservative (Chhokar, Brodbeck & House 
2007; Leonard et al. 2009). By implication, Chinese consumers would be reluctant to 
explore or consider ambiguous advertising messages because the unpredictability of the 
message and processing would likely be incongruent with their cultural need for certainty 
and tangibility (Choi & Kim 2008).  
2.5.3.1 China and uncertainty avoidance 
Many researchers across a range of disciplines - from business and management to justice 
(eg. Allik & McCrae 2004; Zhang & Pan 2004; Nielsen, Mauritzen & Sorensen 2005; 
Beugre 2007) - view China as a nation strong in uncertainty avoidance. However, a  
survey of cultural research, searching on the terms ‘uncertainty avoidance’ and ‘China’ 
(see Table 2.3), yields few examples of studies conducted in this area - and even fewer 
definitive results. As can be seen from this overview, Fernandez et al. (1997) also find that 
China ranks high in uncertainty avoidance, using a scale adapted from Hofstede (1980). 
Likewise, findings reported in The GLOBE Study of 62 Societies (House et al. 2004) as 
well as a later survey reported by Fu et al. (2013) present China as a high uncertainty 
avoidance culture. According to Fu, Wu, Yang and Ye (2013), ‘current Chinese society 
has such a high intolerance for uncertainty’ as a consequence of the cultural revolution 
(1966-1976) where ‘the Chinese people’s creativity withered like flowers deprived of 
sunshine’ (in Chhokar, Brodbeck & House 2013, p. 89). However, Ogden and Chen (2005) 
found no significant difference between levels of uncertainty avoidance between Chinese 
and Canadian managers, while Schumann et al. (2010) found that China was neither high 
nor low on uncertainty avoidance - ranking sixth out of eleven nations surveyed. Both of 
these studies used the CVSCALE developed by Donthu and Yoo (1998) (see also Yoo, 
Donthu & Lenartowicz 2012). Likewise, Jackson and Wang (2013) observed that China 
has yet to be reliably categorized on the uncertainty avoidance dimension, ‘with findings 
indicating inconsistencies within… the nation and changes over time’ (p. 91). 
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Following a similar – though not identical - line of enquiry, Ralston et al. (1997) used  
the Schwartz Value Scale (SVS; Schwartz 1992) to determine that Chinese managers  
score significantly lower on an ‘openness to change’ factor than US, Russian or Japanese 
managers and significantly higher on ‘conformity’ and ‘security’ factors than others - 
implying that Chinese managers may exhibit greater levels of risk or uncertainty aversion 
and conservatism. Yau (1988) posited that Chinese people are ‘prone to be more risk 
averse and less innovative’ than those in Western nations, using the culturally-specific 
Chinese Cultural Values (CCV) scale adapted from Kluckhohn & Strodbeck (1961). Yau, 
however, does not report which Western nations he is referring to, or provide a break down 
of scores. He further proposed that Chinese people are ‘prone to be more risk averse and 
less innovative because… it [seems] safer to follow the traditional methods which had… 
proven workable for thousands of years’ (Yau 1988, p. 54). While Hofstede (1991) 
emphasised that risk avoidance is not the same as uncertainty avoidance, there is a case to 
be made that both of these factors result in similar cautious and conservative behaviours 
(Choi & Kim 2008).  
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Table 2.2 Summary of cultural conservatism findings for China 
Authors Scale type and description Key findings Sample Reliability 
 
Yau (1988) Chinese Cultural Values (CCV) 
scale adapted from Kluckhohn 
& Strodbeck (1961)* 
Chinese people are ‘prone to be more risk averse and 
less innovative’ than (unspecified) Western nations (p. 
54) 
Literature review Not 
applicable 
Huo and 
Randall 
(1991) 
Value Survey Model (VSM; 
Hofstede 1980) 
Intra-national study conducted in Hong Kong, Wuhan 
and Beijing (China) and Taiwan found that both the 
mainland Chinese cities, as well as Hong Kong, rated 
very high in uncertainty avoidance (100 – 124) 
compared with Taiwan (55). 
45 Hong Kong, 44 
Beijing, 47 Wuhan 
managers (secondary data 
from Lai & Lam 1986); 
41 Taiwan managers 
(primary data 1989) 
Not reported 
Fernandez, 
Carlson, 
Stepina & 
Nicholson 
(1997) 
From Hofstede (1980), 5-point 
scale adapted by Dorfman & 
Howell (1988)  
China ranks as high for UA (3rd out of 9 countries). 
UA items are derived from (but not identical to) 
Hofstede’s (1980) scale which was identified as having 
measurement validity problems (same items used to 
measure different constructs) 
1982 business 
professionals & advanced 
business students (China) 
Not reported 
Ralston, 
Holt, 
Terpstra & 
Chen 
(1997) 
Schwartz Value Scale (SVS; 
Schwartz 1992), 56 items, 9-
point scale* 
 
Chinese managers scored significantly lower on 
‘openness to change’ factor than US, Russian or 
Japanese managers and significantly higher on 
‘conformity’ and ‘security’ factors than other 
managers suggesting greater levels of risk/uncertainty 
aversion and conservatism 
225 managers (China) 
223 managers (USA) 
197 managers (Russia) 
210 managers (Japan) 
a>0.66 
Fan (2000) Chinese Cultural Values (CCV): 
71 value, 8 category scale 
adapted from Chinese Culture 
Connection (1987) 
While comprehensive, the scale is unwieldy – total of 
71 values. A useful comparison is provided with 
Hofstede’s (1980) cultural values, linking Chinese 
values of ‘prudence’ and ‘conservatism’ with 
uncertainty avoidance. No results reported 
 
Literature review Not 
applicable 
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* Although these value scales do not include ‘uncertainty avoidance’ as a variable, risk aversion and lack of innovation (CCV); lack of openness to change, desire for security and conformity 
(SVS) have been shown to align with Hofstede’s uncertainty avoidance (UA) construct (eg. House et al. 2004). 
Ogden & 
Chen 
(2005) 
  
CVSCALE: 26 item, 5 
dimensional scale adapted from 
Hofstede (1980, 1991, 2001) to 
measure cultural values at 
individual level (Donthu & Yoo 
1998; Yoo, Donthu & 
Lenartowicz 2012) 
No significant difference in level of UA between 
Chinese and Canadian sample populations. Breakdown 
of results by country not given. Limited 
generalisability as only one city per country was 
surveyed, and then only university staff and students, 
not the general public 
300 university students 
and staff (China)  
246 university staff and 
students (Canada) 
Not reported 
Schumann 
et al. 
(2010) 
3 factor, 7-point CVSCALE 
(Donthu & Yoo 1998; Yoo, 
Donthu & Lenartowicz 2012) 
China ranked 6th out of 11 nations (including Hong 
Kong) for uncertainty avoidance – lower than India, 
USA and Australia but higher than Hong Kong and 
Germany. CVSCALE chosen for reliability, validity 
and cross-cultural invariance (especially compared 
with Hofstede’s VSM94 scale) 
1910 business students 
across 11 countries 
(including China) 
a>0.70 
Fu, Wu, 
Yang & Ye 
(2013) 
  
GLOBE Societal Value Survey 
(Chhokar, Brodbeck & House 
2013) 
China ranks as high for UA compared with 24 other 
countries surveyed (10th for ‘should be’ and 9th for ‘as 
is’ UA scores). Limited generalisability as the survey 
was only conducted in Shanghai, which is arguably not 
typical of the rest of China 
 
Not reported Not reported 
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Six of the eight authors represented in Table 2.2 find that China is high in uncertainty 
avoidance (or exhibits similar cultural values such as risk aversion and conservatism),  
one reports neutral uncertainty avoidance findings for China, and one does not report any 
result at all. If anything, this emphasises the need for further investigation of uncertainty 
avoidance in China, particularly considering the constant state of cultural flux presently 
experienced in China. After all, ‘culture is not static but dynamic… cultural values are 
changing all the time, and they go hand in hand with economic and social changes’ (Fan 
2000, p. 6). The somewhat disparate findings reported in Table 2.3 also highlight the value 
of conducting intra-national research, particularly when considering markets as vast and 
culturally diverse as China. Fan (2000) expresses this thought in rather sweeping terms, 
noting that variations should not be overlooked in any cultural analysis since ‘cultural 
values held by a peasant differ greatly from those of an intellectual’ (p.6).  
2.5.3.2 Heterogeneous versus homogenous views of culture 
Olshavsky, Moore and Lim (1988) likewise propose that differences within a nation are  
as significant, if not more significant than differences between nations. They recommend 
taking a heterogeneous view of culture (that is, recognising that any nation is made up  
of multiple, often dissimilar, elements) versus a homogenous view that assumes that all 
members of a given society will share the same cultural characteristics and motivations. 
China, with its 56 ethnic minorities (Ouyang, Zhou & Zhou 2000) and vastly divergent 
levels of personal income, economic and infrastructure development - and even weather - 
across the nation (Tse 2010) provides a case in point. In fact Zhang, Grigoriou and Ly 
(2008) suggest that companies that take a homogenous approach to such a diverse  
market are almost certainly doomed to fail and that ‘the variation of personal values  
within a culture is one variable that should not be ignored’ (p. 2). Consumer information 
processing and subsequent behaviour is influenced both by individual characteristics and 
environmental - including cultural – characteristics (Olshavsky, Moore & Lim 1988). It is 
on this basis that the thesis proceeds with a heterogeneous approach to Chinese culture, 
commencing with an examination of the uniquely Chinese system of city tiers. 
2.5.4 Measuring uncertainty avoidance 
Another observation - and hence, challenge - presented by the research overview in Table 
2.3 is the lack of agreement over any single scale to determine uncertainty avoidance. 
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However, based on the experience of other researchers such as Schumann et al. (2010),  
the CVSCALE (Yoo, Donthu & Lenartowicz 2012) seems the most appropriate means  
of assessing the uncertainty avoidance rating of any (mainland) Chinese population. 
Cultural researchers such as Spector, Cooper and Sparks (2001) and Van de Vijver and 
Poortinga (2002) have pointed to a lack of reliability and validity of Hofstede’s (1980)  
and subsequent values scales (eg. VSM 94), while the Schwartz Value Scale (SVS; 
Schwartz 1992), the Chinese Cultural Values (CCV; Fan 2000) and the Chinese Value 
Scale (CVS; Hofstede & Bond 1984) are highly complex to administer and interpret.  
The CVSCALE, conversely, has been found to have good reliability and validity as well  
as being culturally invariant (Patterson, Cowley & Prasongsukarn 2006) and will thus  
form the basis of the uncertainty avoidance construct used in this research. 
2.5.5 China’s city tiers - segmentation in a Chinese context 
A discussion of Chinese cultural values would not be complete without examining the 
uniquely Chinese system of city tiers, introduced by the Chinese government in the 1980s 
as a means of planned prioritization of infrastructure and urban development throughout 
the nation (Starmass 2011). In some ways, cultural differences within China are made 
more obvious by these tiers (eg. Liu, Liang & Michelson 2014). At very least, they provide 
a helpful starting point for segmenting the enormous Chinese populace. Each city in China 
has been ranked to facilitate the staged rollout of infrastructure and urban development 
throughout the country (Starmass 2011). Tier one cities - the more Westernised cities of 
China’s eastern seaboard such as Guangzhou, Shanghai and Beijing - form the frontline  
of China’s economic engagement with the rest of the world. Tier two cities include 
provincial capitals and large cities such as Qingdao, Dalian and Shenzhen (Nielson 2010) 
that are rapidly catching up with tier one cities in terms of economic importance and 
infrastructure development. Tier three and four cites such as Ningbo, Guilin and Lanzhou 
(Nielsen 2010) are less economically developed and more traditional in terms cultural 
values and lifestyle (Sinclair 2008; Lui et al. 2011). The rural tier five and six towns  
and cities remain significantly underdeveloped with vastly different consumer cultures, 
values and demographics to the rest of China (WPP 2009) and yet represent an immense 
opportunity for ‘companies that can tap into local and regional psyches and lifestyles’ 
(WPP 2009, p. 1). In fact, according to the 2008 China City Statistical Yearbook, there  
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are around 600 tier four and five cities in China, representing 69% of urban Chinese 
population (Garton & Liu 2012). 
With the rapid pace of economic and social change, however, comes inevitable cultural 
change (Fan 2000). At present, consumers from tier one cities could be expected to 
represent one end of the cultural uncertainty avoidance spectrum whilst those from tier five 
and six cities would represent the opposite extremity. It is argued that as the gap closes 
between the prosperity and development of Chinese cities, so too does the gap between 
cultural values (eg. Barton, Chen & Jin 2013). Thus, if cultural uncertainty avoidance is 
demonstrated to impact on the way consumers respond to advertising creativity, a 
changing cultural landscape will naturally affect the strategy decisions that advertisers – 
both international and local - make regarding different sectors of the Chinese market. 
Nevertheless, in spite of the convenience of having a ‘ready-made’ means of segmenting 
the Chinese market, there is also increasing debate in China as to how meaningful a 
segmentation method the use of city tiers really is. Advertisers usually divide China into 
five or six tiers, starting with tier one markets - Beijing, Shanghai and Guangzhou - and 
moving down to rural areas (Thoughtful Media 2013). However, as Schlick (2012) points 
out, this reliance on city tiers to determine market characteristics runs the risk of being 
overly simplistic; glossing over the diversity and complexity of the massive China market. 
In addition, there is no commonly agreed definition of China’s city tiers. While most 
companies use population size, income level and to some degree, infrastructure, as a 
means to classify tiers, this can be frustratingly inaccurate in terms of gaining any real 
insights into the population. For example, Harbin and Hangzhou are both classed as tier 
two cities, yet Harbin in the north is heavily influenced by Russian and Mongolian culture, 
with low income and living standards, while the people of Hangzhou - close to Shanghai 
and home to one of the world's largest Louis Vuitton stores – generally have high incomes 
and living standards (Schlick 2012). 
However, flawed though it is, this method of segmentation may still provide a useful 
starting point for the development of marketing strategy when combined with good market 
intelligence. Without doubt, it provides a useful shorthand for describing cultural and 
regional differences within China (Pawle et al. 2008; Thoughtful Media 2013). 
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2.5.5.1 Media consumption across city tiers 
In defiance of the perceived trend in other parts of the world (Brennan 2013; Hagen 2014), 
television is still a very popular choice of media in China, with the strongest ratings in the 
more rural areas of the country (Garton & Liu 2012). According to Media Atlas China 
(2012) results, eighty-nine percent of respondents in tier one cities, ninety-three percent of 
tier five respondents and ninety-six percent of rural respondents (tier six and beyond) 
‘watched television yesterday’ (Garton & Liu 2012). This compares with a global average 
of eighty-three percent of respondents who watch television more than once a week 
(Ericsson 2013). For marketers in China, television currently represents the highest single 
category of advertising spending (Yeh & Zhang 2013), has the highest penetration of any 
media form, and is considered the most effective means of reaching the mass of lower tier 
consumers (Garton & Liu 2012).   
The Chinese are reported to be very strong adopters of digital technologies; online 
consumption – particularly via mobile phones - is very high. Internet usage in the lower 
tiers is not far behind the higher tier cities, with forty-six percent of respondents in tier  
five and fifty-four percent of respondents in tier one cities reporting that they ‘went online 
yesterday’ (Synovate 2011). The same report suggests that television is still a little way  
ahead of online media however. When it comes to a word-of-mouth effect, thirty percent 
of consumers said they would talk with others about a product or service they had seen on 
television compared with twenty-nine percent after seeing something online. Seventeen 
percent reported they would purchase a product after seeing it on television with fifteen 
percent saying they would purchase after viewing it on the Internet.  
In fact, it is not a case of either television or online as the dominant media form in China, 
but rather both working in tandem (for example, digital TV available on mobile phones or 
interactive QR codes embedded in TV shows) (Hagen 2014). As such, television is still 
considered a viable medium platform for advertisers in China (Yeh & Zhang 2013). 
2.6 SUMMARY OF THE CHAPTER 
This chapter lays the foundations for the thesis and introduces four key areas of theory,  
the junction of which informs and justifies the subsequent research. Definitions were 
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presented, along with limitations and gaps in existing knowledge, to be interrogated in  
the chapters that follow.  
In the next chapter, a structural model is advanced that explores the interactions between 
advertising creativity, information processing and persuasion, individual creativity and 
culture - specifically Chinese culture. 
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CHAPTER THREE – CONCEPTUAL MODEL 
 
3.1 INTRODUCTION TO THE CHAPTER 
Chapter Two reviewed the extant literature concerning four theoretical domains - 
advertising creativity, information processing, individual creativity traits and cultural 
values (specifically uncertainty avoidance). These domains represent the key constructs 
that form the basis of this study; the intersection represents the interrelationships between 
them, as shown in Figure 3.1.  
Figure 3.1 Theoretical domains 
 
  
 
 
  
  
 
The current chapter presents the research questions that arise from a review of the 
literature regarding these constructs and proposes a conceptual model to examine 
relationships between them. In turn, a series of hypotheses are developed, which will  
be tested in the research to follow. Figure 3.2 presents an outline of the chapter and  
its structure. 
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Figure 3.2 Chapter structure 
 
 
 
3.2 RESEARCH QUESTIONS 
A review of the literature, presented in Chapter Two, led to the identification of a series  
of research questions. The starting point for these questions, and the investigation that 
follows, is the way in which creative advertising has been shown to impact both cognitive 
and affective processing in consumers, thereby producing favourable viewing and 
purchase intentions. Smith, MacKenzie, Yang, Buchholz and Darley (2007) were the  
first to examine possible structural relationships between advertising creativity and its 
determinants and outcomes. Their analysis revealed that creative advertisements are 
significantly more effective than non-creative ads across each of the processing and 
response variables measured. In 2009, Yang and Smith investigated the cognitive (i.e. 
desire to postpone closure) and emotional (i.e. positive affect) means by which creative  
ads ultimately affect consumer viewing and purchase intentions. They developed and 
found support for the structural model shown in Figure 3.3 - concluding that perceived 
advertising creativity significantly impacts on both cognitive processing (inducing a desire 
to postpone closure) and affective processing variables. These, in turn, produce significant 
positive effects on response variables. Desire to postpone closure and positive affect were 
also shown to fully mediate the relationship between advertising creativity and viewing 
and purchase intentions (Yang & Smith 2009) as shown in Figure 3.3. 
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Figure 3.3 Structural model from Yang and Smith (2009) 
 
 
In spite of the academic and managerial implications such findings present, Yang and 
Smith’s (2009) model has, until now, only been tested in a US (or Western) market. This 
presents a clear opportunity for further research - to examine the effect of advertising 
creativity in other markets. This study takes up that challenge, extending Yang and 
Smith’s research findings to explore the potential impact of creative advertising in a 
hitherto little-explored Chinese context. The starting point for the research is to establish 
the value and importance attached to creativity by the Chinese advertising industry itself. 
This leads to the first research question:  
RQ1. What is the state of advertising creativity in the contemporary Chinese market? 
Having responded to this question through a series of depth interviews with advertising 
practitioners in China, the scene is set for the next phase of the research. Several critical 
themes arise from the qualitative research - including tensions between agencies and 
clients on the use and value of advertising creativity, and the need to boost creative 
education in order to meet the talent shortage faced by the growing Chinese advertising 
industry. However, it is the question of how Chinese consumers respond to advertising 
creativity – particularly in light of Yang and Smith’s (2009) findings - that is selected for 
further examination. This leads to the second research question: 
RQ2. To what degree does advertising creativity influence consumer processing, 
specifically cognitive (inducing a desire to postpone closure) and affective (positive 
emotional response) processing in Chinese consumers? 
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Quite a number of researchers have pointed to the possibility of a correlation between 
culture and consumer processing (Craig & Douglas 2012). Most attention, particularly  
in a Chinese context, has been focused on Hofstede’s (1980, 1991, 2001) cultural values  
of collectivism versus individualism (eg. Wang 2008; Li, Li & Zhao 2009; Zhang 2009), 
yet cultural uncertainty avoidance – with its emphasis on lack of tolerance of ambiguity 
(Usunier & Lee 2009) - is an obvious starting point when investigating the influence of 
advertising creativity (again, recalling the definition of divergence and relevance) on  
the ways consumers respond to advertising messages. The third research question is  
as follows: 
RQ3. To what degree does culture, especially the influence of uncertainty avoidance, 
moderate the relationship advertising creativity, cognitive and affective processing,  
and subsequent consumer behaviour? 
Whilst Smith and Yang hint at the likelihood of a connection between advertising 
creativity and individual or consumer creativity (eg. Smith & Yang 2004; Yang & Smith, 
2009), the possibility of this interaction effect remains completely unexplored. Added  
to this, practitioner literature suggests that Chinese advertising clients are almost disdainful 
of their consumers, believing them to be uneducated and incapable of appreciating 
creativity. Thus, investing in creative advertising communication is perceived to be a 
waste of time and money (Sinha 2008; Broadbent 2008; 2013).  
There are numerous personality traits that are known to impact on consumer processing  
of advertising messages. For example, Janssens, De Pelsmacker and Weverbergh (2007) 
found that ‘discomfort with ambiguity’ influences consumer processing of mixed emotions 
in advertisements. Others have found that individual characteristics such as scepticism 
(Moorman 1996), need for closure (Webster & Kruglanski 1994; Pornpitakpan 2004), 
innovativeness (Steenkamp, Hofstede & Wedel 1999) and consumer creativity (Burroughs 
& Mick 2004; Christodoulides & Jevons 2010) impact on consumer response to both 
advertising messages and product offerings. Given that creative advertising is, by 
definition, divergent as well as relevant, it is possible that individuals who are more  
open to ambiguity, new and different ideas, who enjoy problem solving and even risk 
taking are more likely to appreciate creative ads. This raises the next research question:   
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RQ4. To what degree do individual personality traits, specifically creativity, moderate  
the relationship between advertising creativity, cognitive and affective processing, and 
subsequent consumer behaviour? 
The consumer phase of the research adapts and tests Yang and Smith’s (2009) model 
across different tiered cities in China – where city tiers are used as a means of segmenting 
Chinese consumers. It concurrently considers the possible moderating effects of both 
individual creativity (IC) and cultural uncertainty avoidance (UA) on consumers’ cognitive 
processing. In doing so the study examines the fundamental question, raised by the 
practitioner interviews, of whether Chinese consumers from different city tiers will 
respond differently to creative advertising - for cultural or individual reasons – or  
both. This leads to the final research question: 
RQ5. Are consumers from higher tier Chinese cities more or less likely to respond 
positively to creative advertising messages than consumers from lower tier cities? 
3.3 CONCEPTUAL MODEL 
In order to fully respond to the research questions and examine the role of advertising 
creativity in non-Western (specifically Chinese) consumer information processing, Yang 
and Smith’s (2009) structural model (see Figure 3.3) was adapted. The same ad creativity, 
processing and response variables were employed. Individual creativity and cultural 
uncertainty avoidance were also included in the proposed model as moderators, or 
interaction variables. These were expected to have significant effect on both cognitive and 
affective processing and thus, viewing and purchase intentions. The proposed conceptual 
model is illustrated in figure 3.4, with the various model constructs and associated 
hypotheses outlined in the following sections. 
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Figure 3.4 Conceptual model with moderators  
 
3.4 AD CREATIVITY AS ANTECEDENT FOR INFORMATION PROCESSING 
As the review of literature in the previous chapter shows, there is general consensus 
regarding what defines advertising creativity. The terms may differ, but the fundamental 
concepts are the same. To put it simply, for an advertisement to be considered creative, it 
must be both divergent (containing elements that are unexpected, original or novel) and 
relevant (or appropriate - both to the brand and to the consumer) (Yang & Smith 2009). 
There is little doubt that creativity is a key driver of advertising effectiveness (Smith & 
Yang 2004). Creativity is said to ‘push the message into viewers' minds’ (Kover, Goldberg 
and James 1995, p. 29), ‘break through clutter and motivate people to pay attention and 
respond’ (Oliver & Ashley 2012, p. 335) and allow brands to be noticed while also 
positively impact customer decisions (West, Kover & Caruana 2008).  
Yang (2006) points to opportunities for future researchers to build upon, extend and fill  
the gaps and weaknesses that are an inevitable part of any research. One of the most 
notable opportunities is to determine the applicability of Smith and Yang’s conceptual 
model (2004; Smith et al. 2007; Yang & Smith 2009) across different consumer segments. 
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For example, little is known about how cultural differences may impact on the processing 
and effectiveness of creative advertising and whether ‘Asian consumers and American 
consumers value different factors of divergence to a varying extent or attach different 
importance to divergence and relevance’ (Smith & Yang 2004, p. 53). As Smith et al. 
(2007) state, research comparing the effects and processing of advertising creativity across 
different cultures, demographics and/or psychographics would, ‘advance our knowledge  
of how ad creativity influences consumer behavior’ (Smith et al. 2007, p. 830). 
3.4.1 Cognitive processing and the impact of advertising creativity 
Ad creativity → DPC. The first relationship to be considered in the proposed conceptual 
model (seen in Figure 3.4) is between advertising creativity and cognitive processing, 
specifically, desire to postpone closure. Smith et al. (2007) propose that the unexpected  
or novel element of ad creativity (which they termed divergence) could affect consumer 
cognitive processing. This aligns with the findings of earlier researchers such as Berlyne 
(1971) who found that unexpected stimuli cause an ‘arousal jag’ and subsequent tension 
that the individual is motivated to resolve through greater cognitive elaboration, or 
increased processing effort. Thus, ads with unexpected information lead consumers to 
‘engage in greater cognitive elaboration compared to ads with expected information’  
(Ang & Low 2000, p. 838). Fiske and Taylor (1991) and Goodstein (1993) likewise 
suggest that any advertisement that is incongruous with what is expected of advertising  
for a particular product category will prompt consumers to process the less predictable  
ad in greater detail. In addition, Meyers-Levy and Sternthal (1993) propose that 
unexpected stimuli cause consumers to engage elaborate processing, thereby producing 
more favourable evaluations of the brand or product. Taylor et al. (1994) similarly found 
that ads containing unanticipated elements produce more positive attitudes toward the ad 
and the brand, as well as higher purchase intentions, than ads with messages that can  
be anticipated.  
Yang and Smith (2009) hypothesise that creative ads will increase consumer desire to 
postpone closure by the fact that they are, by definition, divergent and thus somewhat 
ambiguous. This means that consumers cannot easily reach a decision by applying their 
existing knowledge (Berlyne 1971; McQuarrie & Mick 1992). As a result, a more open 
minded information processing approach is required whereby consumers must consider 
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more brand information before they can reach a conclusion or make a judgement. 
According to Yang and Smith (2009), ‘either ambiguity or incongruity can trigger the 
consumer’s sense-making efforts and thus postpone the desire for closure toward the ad 
message’ (p. 937). Conversely, where an ad is perceived to be low creative (i.e. neither 
ambiguous or incongruous), consumers are able to apply existing knowledge and attitudes 
in order to reach a quick decision about the ad’s message. As Yang and Smith (2009) 
surmise, ‘the existence of ambiguity and incongruity breaks such closure by starting a new 
information-processing sequence, which could change the consumer’s responses’ (p. 937).  
Thus, the first hypothesis in this study is derived from the suggestion that creative  
advertisements will induce desire to postpone closure in consumers (Yang & Smith  
2009). This, in turn, is purported to produce a more curious and open-minded approach  
to information processing, such that consumers are willing to consider additional  
information before reaching a decision about the advertised brand: 
H1. Ad Creativity → DPC. Perceived advertising creativity is positively related to 
desire to postpone closure 
The possible relationships between desire to postpone closure and conative response 
(purchase and viewing intentions) are the next to be examined in the proposed model  
(see Figure 3.4).  
DPC → Viewing intentions. Viewing intentions represent a consumer’s willingness  
to watch an ad again after the initial exposure. If an ad is creative, a desire to postpone 
closure is activated and consumers are less likely to be constrained by their initial 
impressions of the ad or brand. They are also more likely to have an interest in re- 
viewing the ad in order to seek more information, satisfy curiosity and thus engage in 
deeper processing (Yang & Smith 2009). This leads to the next hypothesis: 
H2. DPC → Viewing Intentions. Desire to postpone closure is positively related to  
the consumer’s intention to view the ad again 
DPC → Purchase intentions. When an individual has a high need for cognitive closure, 
they are not only motivated to reach, or ‘seize’, a conclusion quickly but also to hold fast 
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to, or ‘freeze’, that conclusion (Kruglanski & Webster 1996). By contrast, if a desire to 
postpone closure is induced, individuals are less likely to employ heuristics or defence 
mechanisms (Jacks & Cameron 2003) to process ads. Consequently, they are more likely 
to report more favourable attitudes and intentions - including intention to purchase. Thus: 
H3. DPC → Purchase Intentions. Desire to postpone closure is positively related to 
favourable purchase intentions 
3.4.2 Affective processing and the impact of ad creativity 
Emotions constitute a primary source of human motivation and can have a significant 
impact on memory and information processing (Kuhl 1986; Arora 2012). According  
to Cohen, Pham and Andrade (2008), emotions may leave strong affective traces in the 
memory, which are then accessed to assist in cognitive processing. It is therefore helpful 
for advertisers to understand how affect or emotions may significantly impact on cognitive 
processes (Arora 2012). 
Ad Creativity → Positive affect. According to Smith and Yang (2004), processing creative 
advertising should be intrinsically interesting and enjoyable to consumers. They assert that 
individuals are predisposed to seek novelty, incongruity, variety and even ambiguity - each 
of which are variations of divergent stimuli (Yang & Smith 2009). Thus, in satisfying a 
consumer’s need for divergence, a creative ad can produce a sense of satisfaction and 
accompanying positive affect or emotion, from which the following hypothesis is drawn: 
H4. Ad Creativity → Affective processing. Perceived advertising creativity is 
positively related to affective processing 
Positive affect → Viewing intentions. In a similar way, if viewing a creative 
advertisement produces a satisfying and positive affect, the consumer is more likely  
to want to watch the ad again in order to produce the same result.  
H5. Affective processing → Viewing Intentions. Positive affect is directly related to 
positive ad viewing intentions 
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Positive affect → Purchase intentions. It is expected that positive feelings towards a 
brand would translate into positive purchase intentions. For instance, Peracchio and 
Myers-Levy (1994) found that when brand ambiguity was resolved for consumers, a 
positive affect was generated which translated, in turn, into favourable brand evaluations. 
This therefore raises the next hypothesis: 
H6. Affective processing → Purchase Intentions. Positive affect is directly related to 
positive purchase intentions 
3.5 MODERATORS 
From the literature reviewed in Chapter Two, there are many gaps and opportunities 
remaining to be explored in each of the key areas of theory presented. As Figure 3.1 
illustrates, it is the intersection of four theoretical domains - advertising creativity, 
information processing, individual traits (specifically consumer creativity) and cultural 
values (specifically uncertainty avoidance) - that provides the main focus for this thesis, 
dealing as it does with advertising creativity - viewed from the joint perspective of 
practitioners and consumers in China. 
In addition to testing an existing advertising model in an emerging, non-Western market, 
this research also considers the moderating role of two important variables – 1) uncertainty 
avoidance on the one hand and 2) individual creativity on the other. Of course, there are 
many possible moderating factors that may impact on consumer processing of advertising 
messages (creative or otherwise), but these particular factors have been selected for 
examination, in part because they respond to calls for more research in these areas. For 
example, Smith and Yang (2004) pose the question of what difference culture makes to  
the effectiveness of creative advertising. 
3.5.1 Uncertainty avoidance and consumer processing 
A strong connection between cultural-social values and individual consumer behaviour  
has already been established (eg. Aaker & Maheswaran 1997; Steenkamp, Hofstede & 
Wedel 1999; Xiao & Kim 2009). In addition, several researchers have looked specifically 
at the cultural characteristic of uncertainty avoidance in relation to consumer behaviour  
            
 
60 
(eg. Hatzithomas, Zotos & Boutsouki 2011). However, research investigating any 
relationship between cultural uncertainty avoidance and cognitive closure (or conversely, 
desire to postpone closure) is scarce. While Leonard et al. (2009) identify a correlation 
between uncertainty avoidance and cognitive closure from a communication perspective, 
there has been little or no examination of the relationship between culture and cognitive  
closure from a consumer perspective. In light of increased internationalisation, this gap  
in advertising theory is one worth addressing. The potential influence of culture (in this 
case, the tendency to either high or low uncertainty avoidance by Chinese consumers)  
is an important one, particularly when considering marketing activities in emerging and 
developing markets.  
UA → DPC. As presented in the literature review in the previous chapter, Schumann  
et al. (2010) observe that the only cultural value that seems to have any real impact on 
consumer information processing is uncertainty avoidance. Certainly, when examining  
the effect of creative advertising on consumer processing, the same elements of creativity 
that are credited with inducing consumer desire to postpone closure and keep an open 
mind (i.e. ambiguity and incongruity) are those that high uncertainty avoidance individuals 
seek to evade.  
Where uncertainty avoidance represents the extent to which people feel threatened by 
uncertain, ambiguous, or undefined situations (Choi & Kim 2008), it could be expected 
that consumers from high uncertainty avoidance cultures will prefer predictable, less 
ambiguous situations (Leonard, Van Scotter & Pakdil 2009) and, by implication, less 
unexpectedness and more predictability in advertising messages (Choi & Kim 2008).  
Of course, the reverse would also hold true for consumers from low uncertainty avoidance 
cultures. If Chinese people are found to rank high in uncertainty avoidance, it is logical to 
assume that Chinese consumers would be less welcoming of creative advertising because 
the unpredictability of the message would be incongruent with their cultural need for 
certainty and tangibility (Choi and Kim 2008). This leads to the next hypothesis: 
H7. UA → DPC. Uncertainty avoidance will have a negative moderating effect on the 
impact of creative advertising on cognitive processing and desire to postpone closure 
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UA → Affective processing. There is very little literature available on the subject of 
uncertainty avoidance and emotions; still less on the subject of uncertainty avoidance and 
affective processing. Hofstede (1994) suggests that individuals from high uncertainty 
avoidance cultures are more ‘emotional’ - motivated by nervous energy and more inclined 
to express emotion and aggression. Those from low uncertainty avoidance cultures are said 
to be phlegmatic and tolerant of different ways of thinking and ‘not expected by their 
environment to express emotions’ (p. 5). Vitell, Nwachukwu and Barnes (1993) propose 
that strong uncertainty avoidance cultures are, among other things, aggressive, emotional 
and intolerant when compared with low uncertainty avoidance cultures. Gudykunst and 
Ting-Toomey (1988) found negative correlations between relationships and achievements, 
and feelings of joy for high uncertainty avoidance cultures. By and large, it would seem 
from this limited body of knowledge that whilst there is a definite association between 
uncertainty avoidance and emotion, the emotions expressed are largely negative. Thus,  
the relationship between uncertainty avoidance and affective processing is hypothesised  
as follows: 
H8. UA → Affective processing. Uncertainty avoidance will have a negative 
moderating effect on the impact of creative advertising on affective processing 
3.5.2 Individual creativity and consumer processing  
It has been posited that there is likely to be some sort of interaction between the  
perceived level of creativity exhibited in an advertisement and the level of creativity  
of the audience who are exposed to the ad (Smith & Yang 2004). Again, however, the 
literature investigating possible links between these variables is very limited. Given the 
characteristics of creative consumers such as openness to new experiences, willingness  
to explore complex and challenging problems (Kaufman, Pumaccahua & Holt 2013), it 
would seem that creative individuals would be more likely to respond to the divergent, 
ambiguous, incongruous elements of creative advertising in a positive way. They will 
potentially also gain more enjoyment and satisfaction from viewing a creative ad over  
a non-creative one (Burroughs & Mick 2004; Hirt, Devers & McCrea 2008). Thus, the 
following hypotheses are proposed regarding individual creativity and the processing of 
advertising messages: 
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H9. Individual Creativity → DPC. Individual creativity will have a positive 
moderating effect on the impact of advertising creativity on cognitive processing, 
inducing a desire to postpone closure 
H10. Individual Creativity → Affective processing. Individual creativity will  
have a positive moderating effect on the impact of creative advertisements on 
affective processing 
3.6 THE ROLE AND INFLUENCE OF CHINESE CITY TIERS 
As detailed in the previous chapter, China’s unique system of city tiers provides a 
convenient, if somewhat imperfect, means of segmenting the vast and heterogeneous 
Chinese population. Certainly for the purpose of this research, city tiers are a useful  
proxy to represent the extremities of the Chinese marketplace. Tier one cities such as 
Guangzhou, Shanghai and Beijing, and tier two cities such as Qingdao, Dalian and 
Shenzhen denote the highest city tiers in the study. These higher tier cities are the most 
‘Westernised’ in terms of exposure to foreign values and the most developed in terms  
of infrastructure and economics (Nielson 2010) and are expected to represent the most 
progressive, and least traditional, face of China. 
Tier five and six cities, on the other hand, are among the least developed and resourced  
in China, with vastly different consumer cultures, values and demographics to the rest of 
the nation (WPP 2009). Tier five and six cities include sites such as Chifeng, Zaozhuang, 
Tongcheng, Ruijin, and Lufeng (Yang 2007). Although rapidly changing, these lower tier 
cities are expected to represent the most traditional and conservative values held by 
Chinese people (Yang 2007). 
Zhang, Grigoriou and Ly’s (2008) detailed research into the diversity of consumer values 
and subsequent purchasing behaviour between different regions in China, along with their 
recommendation that researchers and marketers should seek clear understandings of the 
Chinese market at a localised level, provides support for this intra-national line of enquiry. 
It also highlights the potential for polarised responses between different regions of China. 
Thus, the final hypotheses are proposed: 
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H11a: Consumers from tier 1-2 cities in China will demonstrate higher levels of 
individual creativity than consumers from tier 5-6 
H11b: Consumers from tier 1-2 cities will demonstrate lower levels of uncertainty 
avoidance than consumers from tier 5-6  
H12: Consumers from high tier cities in China will respond more favourably to 
advertising creativity than those from low tier cities 
3.7 CONATIVE RESPONSES TO AD PROCESSING 
Ultimately, there needs to be a tangible response by the consumer as a consequence  
of processing an advertisement. It is not enough to know that advertising encourages 
consumers to keep an open mind, to feel positive towards the ad or brand, to feel curious 
or desire more product-related information, unless it leads to definite results in the form  
of behaviours. Desired outcomes may include, but are not limited to, intention to view  
the ad again (thus gaining more information and reinforcing positive feelings towards the 
brand), intention to purchase and, eventually, purchase behaviour (eg. Chandy et al. 2001; 
Jarvis, MacKenzie & Podsakoff 2003; Yang & Smith 2009). These outcomes form the 
consumer response variables in the proposed conceptual model. 
A number of researchers have recognised the value of using consumer behaviour 
intentions as an indicator of actual purchase behaviour (eg. Chandon, Morwitz & Reinartz 
2005), determining that intention measures may offer a ‘statistically significant degree of 
predictive validity’; albeit with the caution that ‘validation is an ongoing process and 
validity is always a relative matter’ (Kalwani & Silk 1982, p. 280). The two conative 
response variables put forward in the proposed structural model are firstly, purchase 
intentions and secondly, intention to watch the ad again. 
3.7.1 Viewing intentions 
Viewing intention, defined as a consumer’s intention to watch an advertisement again  
after an initial exposure, implies a postponement of judgment and thus, closure (Yang 
2006). Yang & Smith (2009) propose that viewing intentions represent an important 
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measure of advertising effectiveness, especially as consumers have more choice than ever 
about advertising messages they are exposed to - with digital recording technologies 
enabling them to fast forward or skip commercials completely.  
3.7.2 Purchase intentions 
Purchase intention is a widely used and accepted measure of anticipated consumer 
behaviour. Many researchers (eg. Till & Baack 2005; Torres & Briggs 2007; Deitz,  
Myers & Stafford 2012) have successfully used consumer purchase intent as a predictor  
of purchase behaviour. As Yang and Smith (2009) state, purchase intention is the variable 
closest to actual purchase behaviour. 
3.8 SUMMARY OF THE CHAPTER  
This chapter presented a structural model aimed at explaining how advertising  
creativity impacts on processing and response variables in Chinese consumers. In  
addition, it considered the possible moderating effects of cultural values (specifically 
uncertainty avoidance) and individual traits (such as consumer creativity) on cognitive  
and affective processing.  The identification of the key ad creativity, processing and 
response constructs presented in the model is largely based on Yang and Smith’s  
(2009) structural model, but also takes in advertising creativity, information processing, 
individual trait and cultural value theories reviewed in Chapter Two.  
The various hypotheses presented throughout this chapter provide a systematic means to 
test the proposed relationships between the model constructs and thus provide a response 
to each of the research questions posed at the start of the chapter. These hypotheses are 
summarised in Table 3.1. 
The conceptual model presented in the chapter will be empirically tested via two separate 
studies to be discussed in ensuing chapters, hypotheses supported or negated, and research 
questions answered. 
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Table 3.1 Summary of research questions and hypotheses to be examined  
RQ1: What is the state of advertising creativity in the contemporary Chinese market? 
 RQ2: To what degree does advertising creativity influence consumer processing, 
specifically cognitive (inducing a desire to postpone closure) and affective (positive 
emotional response) processing in Chinese consumers?  
H1 Perceived ad creativity is positively related to desire to postpone closure 
H2 Desire to postpone closure is positively related to the consumer’s intention to view the 
advertisement again 
H3 Desire to postpone closure is positively related to favourable purchase intentions 
H4 Perceived advertising creativity is positively related to affective processing 
H5 Positive affect is directly related to positive advertisement viewing intentions 
H6 Positive affect is positively related to purchase intentions 
RQ3: To what degree does culture, especially the influence of uncertainty avoidance, 
moderate the relationship between advertising creativity, cognitive and affective 
processing, and subsequent consumer behaviour? 
H7 Uncertainty avoidance will have a negative moderating effect on the impact of creative 
advertising on cognitive processing and desire to postpone closure 
H8 Uncertainty avoidance will have a negative moderating effect on the impact of creative 
advertising on affective processing 
RQ4: To what degree does individual creativity moderate the relationship between ad 
creativity, cognitive and affective processing, and subsequent consumer behaviour? 
H9 Individual creativity will have a positive moderating effect on the impact of 
advertising creativity on cognitive processing 
H10 Individual creativity will have a positive moderating effect on the impact of 
advertising creativity on affective processing 
RQ5: Are consumers from higher tier Chinese cities more or less likely to respond 
positively to creative advertising messages than consumers from lower tier cities? 
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H11a Consumers from tier 1-2 cities in China will demonstrate higher levels of individual 
creativity than consumers from tier 5-6 
H11b Consumers from tier 1-2 cities will demonstrate lower levels of uncertainty 
avoidance than consumers from tier 5-6 
H12 Consumers from high tier cities in China will respond more favourably to advertising 
creativity than those from low tier cities 
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CHAPTER FOUR – METHODOLOGY 
 
4.1 INTRODUCTION TO THE CHAPTER 
The previous chapter presented the conceptual model and hypotheses that form the basis  
of the research and ensuing thesis. The current chapter provides a discussion and rationale 
for the underlying research philosophy and design, and the proposed methodology and 
data analysis processes. The methodology employed in the research can best be described 
as a mixed methods approach, utilising as it does both qualitative and quantitative data 
collection and analysis techniques. The research is conducted in two main phases - both 
with a completely different focus, objective, approach and outcome - but which come 
together to form a complete and rich picture of the state of advertising creativity in China. 
Phase One is qualitative - a series of interviews with advertising practitioners operating  
in China. Phase Two is quantitative - an online survey conducted amongst Chinese 
consumers in both high and low city tiers in China. Both phases are described in detail in 
this chapter, thus laying the groundwork for the research and analysis to follow. 
4.2 RESEARCH APPROACH 
The research approach or strategy represents a blueprint, spanning the stages between 
broad philosophical assumptions, through to research design (or enquiry procedures) and 
detailed methods for collecting, analysing and interpreting the research (Bryman & Bell 
2007; Creswell 2014). The three most commonly recognised approaches to social and 
behavioural (including business) research are: quantitative, qualitative and more recently, 
mixed methods (Tashakkori & Teddlie 2010; Creswell 2014). This thesis adopts a mixed 
methods approach to research whereby both qualitative and quantitative methods are 
utilised for the sake of breadth and depth of understanding of the issues at hand (Gorard 
2010; Creswell 2014). 
4.2.1 Theoretical paradigm 
Paradigms, also commonly known as worldviews (Guba 1990; Krauss 2005), represent a 
‘general physical orientation about the world and the nature of research that a researcher 
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brings to a study’ (Creswell 2014, p. 6). Or put more simply, ‘a basic set of beliefs that 
guide action’ (Guba 1990, p. 17). Philosophical ideas may exert influence on research 
practice in spite of the fact that they are largely hidden from view; it is therefore important 
to identify the underlying philosophical approach and justify the chosen research paradigm 
before research commences (Creswell 2014). 
However, the issue of paradigms is far from simple. Kuhn (1962, 1970) is acknowledged 
as the first to articulate paradigms as a means of summarising ‘researchers’ beliefs about 
their efforts to create knowledge’ (Morgan 2007, p.50). Nonetheless, Kuhn himself is far 
from clear on a definition, allegedly using the term ‘paradigm’ in at least 21 different ways 
(Hunt 1994; Morgan 2007). A number of researchers have pointed to the need for a less 
rigid approach to thinking about paradigms. Morgan (2007) for one, advocates for a more 
flexible interpretation, with a focus on shared beliefs within a research field (Tashakkori  
& Teddlie 2010). A realist ontology, described as a ‘commonsense’ approach that is 
supportive of a mixed methodology (Healy & Perry 2000; Maxwell 2012), provides the 
foundation for this study. Realism is based on the philosophy that the world exists 
‘independently of our perceptions, theories and constructions’ (Maxwell 2012, p. 5) and 
accepts that there are different, yet equally valid, perspectives on reality (Krauss 2005). 
Within a realism framework, both qualitative and quantitative methodologies are  
seen as appropriate means to examine the ‘underlying mechanisms that drive actions  
and events’ (Krauss 2005, p. 762). The focus is on gathering divergent concepts and 
perspectives in order to gain a better and more holistic understanding of the world  
we inhabit (Maxwell 2012). 
4.2.2 Mixed methods approach 
As the discussion moves from theoretical to more operational, it is important to keep the 
intent and integrity of the research front and centre at all times (Gorard 2010). With this  
in mind, a mixed methodology was considered more appropriate for this research because  
of the opportunity it offers to draw on the strengths of both qualitative and quantitative 
research whilst minimising the limitations of each (Creswell 2014). Mixed methods 
research, by definition, combines elements of both qualitative and quantitative view-
points, data collection and analysis processes in the one study (Gorard 2010; Tashakkori & 
Teddlie 2010). Far from being an easy or ‘soft’ option, this combined approach demands 
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extensive data collection and time-intensive data analysis for two divergent sets of data; 
requiring the researcher to be familiar with both quantitative and qualitative methodologies 
(Creswell 2014). However, it is also possible to consider the underlying research problem 
and subsequent research questions from totally different perspectives; in this case, 
practitioner and consumer points of view. It therefore offers a richness and depth of 
understanding that would not be possible with a single approach (Flick 2014). 
4.3 UNIT OF ANALYSIS 
The unit of analysis defines the persons, things or events that are the focus of the study 
(Zikmund, Babin, Carr & Griffin 2012). It is important to determine the unit of analysis  
in the early stages of the research as this informs the conceptual framework, sampling 
frame and data collection techniques (Zikmund 2003). The unit of analysis for the 
qualitative stage of this research are advertising practitioners operating in China. In the 
second, quantitative phase, the unit of analysis shifts to Chinese consumers in tier one  
and two and tier five and six cities. 
4.4 RESEARCH DESIGN 
The fundamental reason for conducting any research is to find answers to specific 
problems or questions. Once a research problem has been articulated, the next step is to 
find an appropriate strategy, and hence, design by which data can be collected to answer 
the problem at hand (Sekaran 2003). Consequently, the nature of the research problem or 
questions ultimately determines the research design. The research question underpinning 
the initial, qualitative phase of the study is as follows: 
RQ1: What is the state of advertising creativity in the contemporary Chinese market? 
The quantitative stage of the research - informed by the outcomes of this first, formative 
phase – addresses the following questions: 
RQ2: To what degree does advertising creativity influence consumer processing, 
specifically cognitive (inducing a desire to postpone closure) and affective (positive 
emotional response) processing in Chinese consumers? 
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RQ3: To what degree do individual personality traits, specifically creativity, moderate  
the relationship between advertising creativity, cognitive and affective processing, and 
subsequent consumer behaviour? 
RQ4. To what degree does culture, especially the influence of uncertainty avoidance, 
moderate the relationship between advertising creativity, cognitive and affective 
processing, and subsequent consumer behaviour? 
RQ5. Are consumers from higher tier Chinese cities more or less likely to respond 
positively to creative advertising messages than consumers from lower tier cities? 
The overarching research design is outlined in Figure 4.1. Beginning with a review of  
the extant literature, the research explores these questions from the dual perspectives of 
industry practitioners and Chinese consumers before arriving at a series of responses in  
the final chapter of the thesis.  
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4.5 STAGE 1 - LITERATURE REVIEW 
The first stage of the research consists of an extensive review of marketing, consumer 
behaviour, psychology, culture and creativity literature. The objective is to find insights, 
establish research problems and provide a direction from which to approach the research 
(Malhotra, Hall, Shaw & Oppenheim 2008). Four significant areas of theory - advertising 
creativity, information processing and persuasion, individual creativity and cultural values 
- were explored in the literature review (see Chapter Two). Opportunities for further 
research were thus identified; particularly at the largely unexplored intersections between 
the four theoretical areas.    
4.5.1 Conceptual model and hypotheses 
The literature review led to the identification of key constructs that were hypothesised  
to either contribute to or moderate the relationship between advertising creativity and 
ultimately, consumer intentions. From here, the conceptual model and research hypotheses 
were developed (as discussed in Chapter Three). The qualitative interviews and subsequent 
analysis also led to the refinement of these constructs and informed the choice and 
development of appropriate scales. Further interrogation of the literature was conducted  
to determine which constructs had existing measures or otherwise.  
4.6 STAGE 2 – QUALITATIVE RESEARCH 
Following the initial literature review stage, the second stage of the research involved a 
series of interviews with advertising practitioners operating in China. The aim of this 
research phase was to use the ‘voice’ of practitioners in the Chinese advertising industry  
to gain an understanding the Chinese advertising landscape, as well as the implications for 
the development and application of advertising creativity in an emerging market. In turn,  
it provided a starting point for responding to and further refining the research questions 
outlined in section 4.4 and detailed in Chapter Three. 
The qualitative findings brought a number of important issues to light, which then 
informed the development and focus of the quantitative phase. Firstly, that advertising 
agencies and clients regard city tiers as a significant factor in segmenting and under-
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standing Chinese consumers. Secondly, that Chinese clients reportedly view and value 
advertising creativity differently to advertisers in Western countries. This highlighted  
a prevailing view amongst advertising practitioners operating in China; that Chinese 
consumers are likely to respond differently to creative advertising than Western 
consumers. Further, that consumers from high tier cities in China are likely to respond 
differently to creative advertising than low tier consumers. This led to an examination  
of the research questions from a consumer (and tier-based) perspective. 
4.6.1 Sampling procedure 
In the process of reviewing the trade literature around the issues of advertising creativity 
and advertising in China, a number of prominent practitioner voices emerged. These 
authors - senior practitioners who were writing from long experience in the Chinese 
advertising industry - were approached with a request to participate in the qualitative 
research. Given the formative nature of the qualitative research phase, it was less important 
to have a ‘typical’ cross-section of the Chinese advertising practitioner population and 
more useful to have respondents with expert knowledge of the area in question, and a 
proclivity to articulate their views (Jepsen & Rodwell 2008). Those approached agreed to 
be interviewed; also recommending and introducing other knowledgeable participants. 
4.6.1.1 Sample selection  
Advertising industry informants were thus selected for their expertise in the Chinese 
advertising industry; most held senior positions within their agencies and indeed, their 
global networks – managing directors, creative directors and planning directors.  
The decision to conduct face-to-face interviews on location in China posed a number of 
challenges. Travelling to China was costly in terms of time and money; it was difficult to 
coordinate meeting times with busy professionals across several different cities and the 
nature of transcription and analysis of interviews proved extremely labour intensive. Each 
of these apparent obstacles was overcome by undertaking interviews in two separate 
stages. The first round of interviews was conducted in 2010, with 10 employees from nine 
different agencies in Beijing and Shanghai taking part. A second round of 10 interviews 
was conducted in 2012 with three of the original 10 interviewees taking part again, along 
with seven new participants. Interviews were again conducted Beijing and Shanghai. 
            
 
74 
In this way, the process was more iterative than would have otherwise been possible; 
themes that emerged from the first round of interviews could be explored more fully in  
the second series. In all, 20 depth interviews were conducted, with results reported and 
discussed in Chapter Five. 
4.6.1.2 Sample size 
Determining an appropriate sample size for qualitative research depends on many factors, 
not least of which is the nature of the research design (Flick 2014). The researcher’s 
resources (budget and time constraints) and the point at which theoretical saturation is 
reached (when no new information or themes are being presented) are also influential 
determinants of sample size in qualitative research (Baker & Edwards 2012; Flick 2014). 
Each of these factors came into play in deciding the sample size this study. The qualitative 
phase of this research was intended to inform and guide the quantitative phase, rather than 
fully answer the research question. Time and budget constraints dictated that the depth 
interviews were conducted in two rounds, but this also allowed more time for reflection 
and distillation of key themes between stages. Consequently, it became obvious when the 
‘saturation point’ was reached – when new interviewees were repeating and reiterating the 
same themes that earlier participants had raised. Twenty interviews were conducted, 
providing depth of insights and rich themes on which to base the subsequent research and 
analysis (Baker & Edwards 2012). 
4.6.2 Data collection process 
4.6.2.1 Practitioner interviews 
Given that the Chinese advertising industry is still dominated by global agency groups 
(Sinclair 2012), management level communication in these agencies is predominantly 
conducted in English. Consequently, most of the participants spoke excellent English, 
making it possible to conduct depth interviews in English without compromising the 
integrity of the research. However, one face-to-face interview was conducted in  
Chinese with the assistance of a translator. Another interview, with a Chinese-born 
managing director from a local agency, was conducted in Chinese via email with 
translation provided.  
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Interviews were semi-structured, largely taking the form of guided conversations,  
lasting between 60 and 90 minutes. Informant voices were privileged over the researcher, 
however, the researcher was able to probe for further specific information as necessary. 
Interviews were recorded and notes taken during the session. This type of interview made 
it possible to capture the ‘richness and complexity of the respondents’ narratives’ whilst 
allowing the ‘depth, detail, vividness, and nuance (to) provide insights which facilitate 
interpretation of those narratives’ (Nyilasy, Kreshel & Reid 2012, p. 152). All informants 
were provided with a discussion guide (included in Appendix C) at least a week prior to 
the interview. Participants were also made aware that participation was voluntary, that they 
could terminate their involvement at any time and could obtain a transcript of the interview 
on request.  
Following each data collection and analysis phase, respondents were also sent a summary 
of the research findings and invited to respond or provide feedback.  In this way, it was 
possible to validate themes as they emerged, to ensure that results were an accurate 
reflection of the situation they sought to interpret and refine any points that were 
ambiguous or unclear (Flick 2014). 
In addition to the interview questions, each participant was also asked to provide  
examples of advertising that they determined to be either creative or uncreative. The 
practitioner respondents were later approached for specific pairs of creative and un-
creative advertisements, which formed the basis of the samples shown in the quantitative 
pretests (described in the next section). 
4.6.3 Analytical method for qualitative research outcomes  
4.6.3.1 Grounded theory 
A modified grounded theory approach was chosen as the method of analysis in the 
qualitative phase of the research by virtue of the fact that grounded theory provides  
‘a systematic set of techniques and procedures for research design, data collection, data 
analysis and theory development’ (Johnson 2007, p. 30). Grounded theory is a system  
of enquiry that is based on discovering theory through the analysis of collected data. 
Originally from sociology, grounded theory research involves multiple stages of data 
collection and refinement and exploration of interrelationships between categories of 
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information that are grounded in the views of participants (Charmaz 2006; Corbin & 
Strauss 2008). A distinctive feature of grounded theory approach is that data collection  
and analysis take place almost simultaneously, and in alternating sequences, where the 
analysis drives further data collection and vice versa (Malhotra et al. 2008). In this way, 
the methods of data collection and analysis employed in the qualitative phase of this  
study were drawn from a grounded theory approach. 
4.6.3.2 Coding and thematic analysis 
An iterative process - going back and forth between coding and interview transcripts 
(Allan 2003; Ashley & Oliver 2010) - was employed to analyse the data, thus providing 
‘continuous interplay between analysis and data collection’ (Corbin & Strauss 2008,  
p. 273). The research was specifically concerned with themes that emerged over time 
between the practitioner interviews; at times the researcher would go back to the 
interviewees to discuss and clarify emergent aspects or ideas. Key themes around 
practitioner definitions of advertising creativity, perceptions regarding the value and 
importance of creativity in advertising and issues informing the future direction of 
advertising creativity in China were extracted from the field notes and transcripts of 
interviews. Any recurring themes or ideas were grouped into broad categories, with 
categories that were most related to the research question highlighted. Where there was 
overlap between categories, this was discussed and the categories further rationalised.  
The research also sought to identify connections between one category and another,  
where features of specific concepts and themes were related back to each other by  
means of the axial coding process described by Corbin and Strauss (2008). Particular 
attention was paid to statements that appeared inconsistent or contradictory to other 
statements. Once the categories were refined, the interview transcripts were reviewed 
again. Supporting quotes and examples were identified and detailed descriptions of the 
categories were developed.  
Any categories or themes that did not obviously relate to the research question were put 
aside for future exploration. The categories related to the definition and implementation  
of advertising creativity, cultural issues or Chinese consumer creativity were then linked  
to existing theory.  
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4.6.4 Standards of quality and verification 
Although qualitative research is just as concerned with providing accurate and  
reliable findings as quantitative research, the processes and terminology vary somewhat  
between the two approaches. Where quantitative research strives for reliability, qualitative 
research seeks to demonstrate standards of quality and verification (Creswell 2014). In 
light of this, a number of strategies are employed in this thesis to establish the credibility 
of the qualitative study and its resultant findings.  
Following the recommendations of Creswell and colleagues (Creswell & Miller 2000; 
Creswell 2014), different sources of information and data are firstly triangulated: evidence 
is examined from existing literature as well as from qualitative and quantitative research 
sources (Strauss & Corbin 1998). As Creswell (2014) states, ‘if themes are established 
based on converging several sources of data or perspectives from participants, then this 
process can be claimed as adding to the validity of the study’ (p. 201). Secondly, member 
checking is utilised whereby major findings, descriptions and themes were discussed with 
participants in the study along the way. The final report was also disseminated to the same 
individuals for comment and feedback and, wherever possible, respondents in the first 
round of interviews were invited to take part in a follow-up interview. 
4.6.5 Conclusions from qualitative research 
The qualitative results and discussion to be presented in Chapter Five are based on the 
modified grounded theory methodology detailed in this section. The results both inform 
and respond to the theoretical domains described in Chapter Two, and the conceptual 
model outlined in Chapter Three. This section has provided an overview of the research 
design, participant sample, data collection and analysis techniques, as well as standards of 
quality and verification, that have been employed in the qualitative phase of the research. 
The next section discusses the quantitative methodology underpinning the second major 
phase of the thesis. 
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4.7 STAGE 3 – QUANTITATIVE RESEARCH  
The third and final stage involved conclusive, descriptive research (Malhotra et al. 2008), 
conducted through the administration of an online survey in tier one and two, and tier five 
and six cities across China. This quantitative phase is a direct outcome of the previous 
formative research phase where key themes were identified for further investigation with 
Chinese consumers – most notably, whether consumer response to advertising creativity 
differs between city tiers - as advertising clients were reported to believe. The objective of 
this research phase was to ‘test specific hypotheses and examine specific relationships’ 
(Malhotra et al. 2008, p. 66). In accordance with conclusive, descriptive research practice, 
research questions and hypotheses were clearly defined, data was collected in a formal  
and structured fashion from a large, representative sample, and quantitative data analysis 
was performed with the aim of producing conclusive findings (Malhotra et al. 2008; 
Malhotra 2009).  
4.7.1 Data collection and administration process 
4.7.1.1 Quasi experimental research 
The research design employed in this thesis can best be described as quasi experimental, 
conducted as it is in a ‘naturally occurring’ or field setting (Cook & Campbell 1979), 
where subjects could not be randomly assigned to the treatment condition (Di Nardo 
2008). While quasi experiments cannot rule out all possible explanations for an observed 
effect, they can assist the researcher in discerning the most plausible interpretations for 
causal relationships (Shadish, Cook & Campbell 2002; Lahey & D’Onofrio 2010).   
It had become evident during the formative, qualitative research phase that the Chinese  
tier system, introduced by the government to classify infrastructure development priorities, 
was also used by advertising agencies and clients as a means to identify market segments. 
High tier cities (eg. tiers one and two) represent less conservative, wealthier, urban 
consumers; low tier cities (eg. tiers five and six) the more traditional, poorer, rural 
dwellers. Therefore respondents were sought from both extremes of the city tier spectrum. 
Existing advertisements for brands from the same product category provided the 
experimental manipulations of the independent variable, creativity (high/low), where an 
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advertisement that was high in both relevance and divergence (i.e. highly creative) was 
compared with one that rates significantly lower on both divergence and relevance (i.e. 
less creative). The use of real advertisements in this way also enhances external validity 
(Yang & Smith 2007; Till & Baack 2005). In addition, the use of real advertisements 
provided a more accurate picture of advertising practices in China than the use of dummy 
or created advertisements would have (Okazaki, Mueller & Taylor 2010).  
The pro bono participation of a commercial market research organisation in China made it 
possible to conduct this study with consumers across China – including those in more rural 
and regional locations (tier five and six cities). In this way, the sample was more 
representative of the total population than would have been possible if the research had 
been limited to student samples (Basil, Brown & Bocarnea 2002). 
4.7.1.2 Administration of the survey 
The online questionnaire was managed, distributed and hosted by BrainJuicer 
(www.brainjuicer.com), an ESOMAR-accredited commercial market research firm 
operating in China. Following extensive development and testing, the questionnaire was 
supplied as a word document to BrainJuicer who then formatted the questions according 
to an established design and coding template. Not only did the use of an in-country 
commercial market research firm (and local database provider) give access to a wider 
consumer base (geographic, cultural and social) than would otherwise have been possible, 
it also prevented issues such as misinterpretation of attitudes and cognitions (or ‘cultural 
peculiarities’) that are commonly associated with researching in a second culture  
(Eckhardt & Houston 2007; Craig & Douglas 2012). In addition, working with a market 
research consultancy based in China avoided translation problems and ensured the 
‘comparability of the translated instrument’ (Eckhardt & Houston 2007, p.101).  
The online survey was conducted in Mandarin. The market research company provided  
the initial translation from English to Mandarin. Subsequent back translation, provided  
by native Mandarin speakers in Australia, ensured that there was equivalence between the 
Mandarin and English versions of the survey (Barger, Nabi & Hong 2010). The final set of 
questions, in English, is included in Appendix D. However, the proprietorial nature of the 
online template means that the survey cannot be included in its final Mandarin form. 
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4.7.2 Sampling 
4.7.2.1 Sample selection  
Due to the nature of the investigation, and the focus on different consumer responses by 
city tier, individuals could not be randomly assigned to groups but rather, were part of 
‘naturally formed groups’ (Creswell 2005). These groups were determined by where the 
respondents lived. Demographic data was collected on each individual, with participants 
screened on the basis of age (i.e. over 18 years) and city tier. There was also a degree of 
stratification involved whereby roughly equal numbers of males and females were 
represented in the sample for each group (Creswell 2014). 
The main study involved 399 participants - 200 from tier one and two cities and 199 from 
tier five and six cities in China. Respondents were recruited by a commercial market 
research company operating in China, through their existing databases, and invited to 
participate in an online survey.  
A known limitation of sampling in this way is that participants are likely to be more 
computer literate, younger and better educated than the wider population (Wright 2006). 
However, these features could also be said to characterise China’s rising middle class (Tse 
2010; Yaprak 2012), which is the target population for much of China’s marketing effort 
(Yaprak 2012). Therefore, it was not anticipated that this apparent bias would substantially 
impact the outcomes of the study. Additionally, the collected data was screened to ensure 
that statistical assumptions regarding normality, linearity, and homoscedasticity were met 
before analysis proceeded (see section 4.8.2.4 for further details).  
4.7.2.2 Sample size 
Although sample size is recognised as an important step in planning any statistical study,  
it is difficult to find agreement on how this should be determined (eg. Tanaka 1987; Lenth 
2001), with many factors influencing the decision such as the nature of the research and 
the type of analysis required. Adding complexity to the issue is the fact that too large a 
sample can be as problematic one that is too small. As Hair, Black, Babin and Anderson 
(2014) observe, researchers must always keep in mind that ‘sample size can affect the 
statistical test either by making it insensitive (at small sample sizes) or overly sensitive  
(at very large sample sizes)’ (p.10).  
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Sawyer and Ball (1981) recommend a sample size of at least 100 to ensure statistical 
power (the probability that a null hypothesis will be correctly rejected) and prevention  
of Type I (the probability of incorrectly rejecting a null hypothesis) and Type II (the 
probability of incorrectly failing to reject a null hypothesis) errors.  
Malhotra et al. (2008) suggest that a sample size between 50 and 300 is appropriate  
for most behavioural science research. For multiple regression, employed in this study, 
Tabachanick & Fiddell (2007) recommend that sample size (N) should be greater than 
eight times the number of independent variables (m) plus 50 cases: N > 50 + 8m. 
Therefore the sample size of 399 is more than adequate for the regression analysis  
applied here, where the number of independent variables is only two. 
Structural Equation Modelling (SEM), on the other hand, is known as a large sample 
technique where a sufficiently large sample size is required to provide accurate model fit 
information and unbiased parameter estimates (Lei & Wu 2007). Although there is little 
consensus regarding minimum sample size in SEM (Tanaka 1987), Lei and Wu (2007) 
suggest using at least 200 cases, or between five and 20 times the number of parameters to 
be estimated, while Tabachnick and Fidell (2007) recommend using at least 300. Thus, for 
the study reported here, which employs an SEM data analysis procedure and estimates up 
to 80 parameters in the fully integrated model, the recommended sample size is between 
300 and 400. The total sample size for this study is 399 and is therefore sufficient to 
address the research questions. 
4.7.3 Response bias issues and resolution 
4.7.3.1 Manipulation checks 
In order to assess whether the independent variable has the intended effect on the 
participant, accepted research protocol recommends the inclusion of manipulation checks 
in the questionnaire (Mattila & Wirtz 2001). Although pre-existing measures developed  
by Yang and Smith (2009) were used to identify high and low levels of creativity in 
advertisements, and a pretest conducted to select the test ads (with respondents that were 
not participating in the main study), manipulation checks were conducted to measure 
perceived creativity of the ads used in the final experiment (Torres & Briggs 2007). To this 
end, an additional item was included in the questionnaire to determine whether participants 
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perceive - and how they interpret - the manipulation (ad creativity). This was placed at the 
end of the questionnaire to prevent a demand effect, which may occur when respondents 
answer questions related to the dependent measures (Mattila & Wirtz 2001). 
4.7.3.2 Common method bias  
Common method bias (i.e. a variance that is attributable to the measurement method  
rather than the construct it represents) is a potential problem in causal research (Podsakoff 
et al. 2003). Method biases are known lead to measurement error which in turn undermine 
the validity of the conclusions about the relationships between measures. Following the 
recommendations of Podsakoff and colleagues (2003), this research addresses the potential 
for common method bias by several means. Firstly, by protecting respondent anonymity 
and repeatedly assuring respondents that there are no right or wrong answers. The  
use of online surveys also reduced the potential influence of social desirability and  
any acquiescence bias that might be introduced through face-to-face contact with the 
interviewer (Podsakoff et al. 2003; Smyth, Dillman & Christian 2007). Secondly, by 
counterbalancing the order of the measurement of predictor and criterion variables in  
order to control for ‘priming effects, item-context induced mood states, and other biases 
related to the question context or item embeddedness’ (Podsakoff et al. 2003, p. 888). 
Thirdly, by improving scale items to reduce ambiguity and unfamiliarity, avoiding  
vague concepts and keeping questions simple, specific and precise (Podsakoff et al.  
2003). Additionally, the number of questions and the time required to complete the  
survey was condensed as much as possible to avoid common method variance through  
respondent fatigue and boredom (Malhotra 2009), as well as minimising potential 
disruption to internet connectivity.  
Acknowledging that the issue of common methods bias could be magnified in this research 
- given the application of Western scales for Chinese respondents – scale items were 
carefully checked at the pretest stage. In addition, the expertise of the third party research 
organisation was sought, not just to translate the language (English to Chinese), but also to 
interpret the intent of existing scale items into a more vernacular and readily understood 
format. As a final precaution, a number of Chinese academics in Australia checked and 
confirmed the appropriateness of the language and the framing of the questions in the final 
survey before its release in China. 
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4.7.3.3 Order effects 
Order effect or bias occurs when the relative position of a survey item or stimulus 
influences the way a respondent reacts to subsequent questions or stimuli (Perreault 1975; 
Smyth, Dillman & Christian 2007). The closer questions are to one another, either in  
terms of topic or where they are located in the questionnaire, the more potential there is  
for an order effect or bias to occur. Order effects can cause responses to become more –  
or conversely, less - highly correlated than they would otherwise be (Smyth, Dillman & 
Christian 2007).  
One accepted means of controlling for order effect is to randomise the order that stimuli 
are presented (Krosnick & Alwin 1987; McBurney & White 2009). Accordingly, ad pairs 
(high or low involvement categories) were randomly allocated between city tier groups in 
this experiment. In addition, the final questionnaires were constructed with a total of 29 
items separating the two ads. Finally, respondents were prevented from ‘backtracking’ to 
compare their responses between the one ad and another, according to recommended 
survey protocol (Lasorsa 2003; Malhotra 2009). Thus, it can be reasonably assumed that 
an order effect is not significantly influencing the data collected in the final studies. 
4.7.4 Measurement scale development 
4.7.4.1 Operationalisation of constructs 
Construct operationalisation involves defining a concept in such a way that it can be 
quantified (Crowther-Heyk 2005). This is facilitated through the generation and selection 
of items to form a scale by which a construct is then measured (Rossiter 2002). Wherever 
possible, the constructs in this study adopted previously tested scales; most notably those 
used in Yang and Smith’s (2009) model which form the basis of the conceptual model 
expanded in this thesis. However, even these scales required checking - and at least some 
modification - to cater for the fact that this study was conducted in a new cultural context. 
In a number of cases, where there was more than one measure available for a particular 
construct, it was necessary to identify and justify the most appropriate measurement scale. 
Where adjustments were made to an existing scale, care was taken to ensure that the 
original meaning was maintained. Additionally, all measurement scales were validated in 
the pretesting phase of the research (discussed later in this chapter and reported in Chapter 
Six) before being applied in the main study. 
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4.7.4.2 Multi-item measures 
The benefit of employing multi-item, rather than single-item, construct measures is 
strongly argued by Churchill (1979) who proposes that single-item measures are too 
specific, too restrictive and prone to measurement error.  Churchill recommends using 
multi-item scales to average out specificity and provide finer degrees of distinction  
within concepts - thereby enhancing reliability. Peter (1979) likewise associates single-
item scales with a lack of reliability. In keeping with these recommendations, each  
variable in the study was represented by at least two (and wherever possible, more) 
measurement items.  
4.7.4.3 Scaling and measurement 
Likert-type scales are among the most commonly used measures employed in structural 
equation modelling (Byrne 2010). Accordingly, all variables in this study were measured 
on a seven-point Likert scale. The odd number of response options provides a neutral 
midpoint for participants, thus reducing anxiety that might be caused by ‘forced choice’ 
(Brown & Maydeu-Olivares 2012), whilst allowing respondents to express the intensity  
of their attitudes or intentions (Churchill 1979). In addition, seven-point scales have been 
shown to offer greater reliability and accuracy (by facilitating a wider dispersion of 
responses) than five-point scales (Nunnally & Bernstein 1978; Allen & Seaman 2007). 
Thus, for the sake of improved accuracy and consistency of data, many of the existing 
scales used throughout the study were converted from five- to seven-point scales.  
Likert scales are also relatively easy to construct and manage and are readily understood  
by respondents, making them particularly well suited to an online survey format  
(Malhotra 2009).  
The main disadvantage of Likert scales is that respondents have to read each statement 
before answering, meaning that it may take longer to complete these than other itemised 
ranking scales (Malhotra et al. 2008). Consideration also needs to be given to consistency 
of scoring procedures so that regardless of how responses are framed between different 
questions (eg. ‘Strongly disagree to strongly agree’ as opposed to ‘highly unlikely to 
highly likely’), a high (or low) score will consistently represent a favourable (or un-
favourable) response (Malhotra et al. 2008).  
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Finally, while the use of mixed-worded scales can be effective in reducing common 
methods bias in Western research (Podsakoff et al. 2003; Malhotra 2009), it has been 
shown to compromise measurement equivalence and construct validity in East Asian 
cultures (Wong, Rindfleisch & Burroughs 2003). Therefore, the use of reverse and mixed 
scaling in this study was kept to a minimum - and only then after checking and re-checking 
with the marketing research firm and native Chinese-speakers - both students (via the 
pretests) and academics. 
4.7.5 Survey design and development  
4.7.5.1 Development of online instrument 
The quantitative component of this research involved a cross-sectional (as opposed to 
longitudinal) survey, conducted online throughout mainland China, with two hundred 
respondents from tier one and two cities in China (n=200) and one hundred and ninety-
nine respondents from tier five and six cities (n=199) participating.  
The questionnaire was standardised for all respondents and presented in an undisguised 
format (Plant & Miller 1977; Naumann, Jackson & Wolfe 1994). An online survey was 
determined to be the most cost effective and efficient method of data collection given  
the complex nature of surveying respondents across a wide spectrum of Chinese society 
(from city tiers one to six). The internet or web-based survey is becoming increasingly 
popular based on the advantages it offers over other data collection methods - no 
interviewer bias, low cost, high speed dissemination and data collection, ease of set-up, 
visual appeal and user-friendly interface, opportunity for interactivity (eg. viewing and 
responding to advertisements), personalised and flexible questions, and the opportunity  
to contact hard-to-reach consumers (such as those in remote areas) (Lefever, Dal & 
Matthiasdottir 2007; Malhotra 2009). A further benefit of web-based surveys includes  
in-built capacity to eliminate respondent error through incomplete or multiple survey 
submission. In addition, they provide an efficient means of data management whereby 
collected data is stored in a consolidated data base and is compatible with SPSS - allowing 
for efficient data access and conversion - and thus minimising potential for human data 
entry error (Ilieva, Baron & Healey 2002). 
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One disadvantage of online surveys is they can only be accessed and completed by  
internet users, which may limit the respondent pool and fail to provide a representative 
sample of the target population (Cobanoglu, Warde & Moreo 2001). However, given the 
high penetration and accessibility of internet amongst Chinese consumers - including, and 
especially, those in lower tiers (Synovate 2011) - this was considered less problematic than 
it might be in other populations. In particular, online surveys provided a far more effective 
means of reaching the targeted Chinese population than any alternate modes such as fax, 
phone, mail or face-to-face surveying (eg. Malhotra 2009). 
4.7.5.2 Questionnaire language and translation 
The pretest surveys were all conducted in English, although the sample advertisements 
shown were in Mandarin. This necessitated the recruitment of subjects who were 
proficient both in Mandarin and English for the pretests. 
The final survey was conducted in Mandarin, following questionnaire development in 
English and then translation into Chinese using accepted translation and back translation 
procedure (Brislin 1970; Prendergast, Cheung & West 2010). The final survey instrument 
was checked by a Chinese academic, with minor discrepancies in meaning between the 
original and translated versions of the questionnaire identified and corrected. 
4.7.5.3 Choice of advertising medium for survey instrument 
As discussed in the literature review (Chapter Two), television has the highest penetration 
of any form of media throughout China (Garton & Liu 2012), followed closely by the 
internet, across the full spectrum of Chinese society (Synovate 2011). Television also 
attracts the highest level of ad spending (40%) of any single media category in China (Yeh 
& Zhang 2013). It was therefore considered appropriate to use television advertisements as 
the vehicle for testing the effects of creative advertising. An additional benefit of using 
television ads as the test mechanism is that television ads share many characteristics of 
online ads - certainly as far as the employment of sound, movement and vision, and the 
opportunity for narrative (Wells et al. 2011; O’Guinn, Allen & Semenik 2012). Thus, if 
used with care, certain findings may also be generalisable to online media. 
Consequently, selected advertisements were all recent television commercials, created for 
a mainland Chinese (not Hong Kong or Taiwanese) audience and aired nationally across 
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China, with all dialogue and text in Mandarin. Each of these brands was readily available 
in all major cities throughout China at the time of testing.  
4.7.5.4 Pretesting the survey 
According to convention, pretesting a questionnaire on a small sample of respondents is 
essential for identifying and eliminating potential problems (Hunt, Sparkman & Wilcox 
1982). In this case, it was also necessary for identifying sample advertisements for use in 
the main study and to establish appropriateness and reliability of scale items for a Chinese 
audience. Pretesting took place in two stages. The first stage was used to identify suitable 
test advertisements, while the second stage confirmed the reliability of the selected scales.  
Pretest 1. The aim of the first pretest was to test the reliability of chosen measure- 
ment scales, at the same time as identifying a pair of high creative and low creative 
advertisements from two different product categories (i.e. one high/low creative 
advertisement per category). The questionnaire used in Pretest 1 (see Appendix E)  
was derived from existing scales. Scales for divergence (originality, flexibility, synthesis, 
elaboration, and artistic value) and relevance (ad-to-consumer and brand-to-consumer) 
were proposed by Smith and Yang (2004) and subsequently tested and utilised with good 
results (eg. Smith et al. 2007; Yang & Smith 2009), as discussed in the literature review  
in Chapter Two. A table summarising these scales, their literature sources and original 
Cronbach’s alphas is also presented in Appendix E. 
Sample advertisements shown in Pretest 1 were obtained though recommendations from 
advertising practitioners in China, as well as through an extensive search of China’s Youku 
internet site. These commercials were then screened to ensure they matched on key 
variables (eg. duration, language (Mandarin), product category and accessibility). A pool 
of six suitable advertisements from a range of different product categories (ie. chewing 
gum, washing machines and alcohol) was subsequently identified for testing in the first 
study. See Appendix F for an image and synopsis of each advertisement. 
Seventy-five students from an Australian university were recruited for the first study -  
all native Mandarin speakers from mainland China, Singapore, Hong Kong and Malaysia - 
with a good level of English (at least IELTS 6.0 average, as per the minimum requirement 
for entry to an Australian degree). The survey was administered to groups of students 
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(approximately 20 per group) as a hard copy questionnaire accompanied by videos of 
advertisements screened at appropriate intervals. 
Respondents evaluated a total of four TV commercials each, randomly chosen from  
the initial pool of six advertisements (two chewing gum, two washing machine and  
two alcohol commercials), using the five dimensions of divergence and two dimensions  
of relevance (Smith et al. 2007; Yang & Smith 2009). Participants viewed the target 
advertisements one at a time, completing the relevant section of the questionnaire before 
the next commercial was shown. Pairs of advertisements, and the order in which they were 
shown, were randomised for each group of participants. Questions and responses were 
given in English. In addition to questions about divergence and relevance, respondents also 
answered questions about production quality, brand familiarity and product involvement to 
ensure covariate equivalence between selected pairs of advertisements, and so that results 
could only be attributed to advertising creativity (Yang & Smith 2009).  
A total of four advertisements were selected through this screening process - two chewing 
gum brands (labelled chewing gum Ad A and Ad B) and two washing machine brands 
(labelled washing machine Ad A and Ad B). The alcohol advertisement pair was not 
selected for inclusion in the final study as pretesting did not reveal any clear difference  
in level of creativity (divergence and relevance) between the one commercial and the other 
in this category. 
Results and description of data analysis from Pretest 1 are included in Chapter 6. 
Pretest 2. A second pretest was conducted to ensure that the sample advertisements  
were representative and relevant to the study, and to confirm the reliability of the selected 
(and in some cases, modified) scales. While Pretest 1 used the extended divergence and 
relevance (creativity) scales developed by Smith et al. (2007) for the process of selecting 
advertisements, the use of simplified measures for these variables was considered more 
parsimonious for subsequent consumer studies. Thus, in Pretest 2, modified versions of  
the scales for independent measures (divergence and relevance), largely derived from 
Yang and Smith (2009), were tested for reliability.  
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In addition, measures were included for dependent variables such as purchase and  
viewing intentions, as well as possible moderating and mediating variables - cognitive 
processing, affective processing, emotional impact, brand/product familiarity, need for 
cognition, uncertainty avoidance, individual creativity, consumer innovativeness. See 
Appendix J for Pretest 2 questionnaire and included scale items.  
Sixty-four university students took part in the second study, both post and undergraduate, 
from a variety of creative and non-creative courses. The majority of these students (n=52) 
were native Mandarin speakers, as in the previous pretest. However as the final pool of 
four ads were also subtitled in English and the questionnaire and responses given in 
English, a number of non-Mandarin speakers (n=12) were also invited to take part.  
The survey was administered in a similar manner to Pretest 1. Hard copy questionnaires 
were distributed to groups of approximately 20 students at a time, accompanied by 
screenings of test advertisements at appropriate intervals.  
Following an analysis of the Pretest 2 results, a number of scale items were further 
changed or modified before inclusion in the final questionnaire. The results of reliability 
tests and final scale items derived from Pretest 2 are shown in Appendix H. 
4.7.5.5 Questionnaire design – main study 
Having determined the reliability of each of the scale items, and tested and confirmed  
the selection of sample ad pairs, the final questionnaire was sent to the market research 
company for translation, review and feedback. This led to further refinement, including  
the addition and deletion of some questions, and the re-wording of others. As the survey 
was to be administered online in areas with variable internet reliability, particularly in  
the lower tier cities, it was important to ensure the questionnaire would run as smoothly 
and efficiently as possible, and keep to recommended time (30 minutes maximum for 
completion). This limited the number of items that could be included and made it 
necessary to delete any question that was repetitive or non-essential. Using a commercial 
market research company also meant that a fixed template was provided and adhered to, 
where demographic questions were asked up-front to provide a screening mechanism  
(eg. city tier, age of respondents - all were required to be over 18 years of age to comply 
with local regulations and ethical stipulations as well as ensuring they were potential 
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purchasers/users of the advertised products). In addition, the research organisation 
included their own proprietary emotions questions and measures (including a FaceTrace® 
mechanism), in exchange for pro bono set-up and facilitation of the data collection. 
4.7.5.6 Structure and sequencing 
A sample of the final (English) version of the questionnaire is included in Appendix E.  
It opens with demographic and screening questions; participants were then asked to watch 
one of the four sample ads (randomly displayed) and provide responses to the first series 
of questions about their responses to the advertisement. This section was followed by 
questions about individual creativity, consumer innovativeness, uncertainty avoidance, 
need for cognition and attitude to advertising, providing the data for covariate analysis. 
The final section repeated the earlier procedure where the second ad in the pair was viewed 
and candidate responses to the viewed advertisement sought. Participants were thanked 
and the session concluded. 
4.8 DATA ANALYSIS 
The data analysis procedure was designed to address the main research questions and 
hypotheses of the study. Following the recommendations of authors such as Tabachnick 
and Fidell (2007) and Hair et al. (2014), multivariate data analysis was determined to  
be the most appropriate technique for identifying the interrelationships among model 
constructs proposed in quantitative phase of this research. Although there is a lack of 
consensus around the precise definition of multivariate analysis (Hair et al. 2014), the 
understanding applied in this thesis is that it involves the analysis of several independent 
and/or dependent variables, all correlated with one another to some degree (Tabachnick  
& Fidell 2007). 
Having ensured the data was clean and underlying assumptions statistically sound, data 
analysis for this study was conducted in two stages.  The first stage employed exploratory 
factor analysis (EFA) to check for patterns of correlation among items and consolidate 
large numbers of items into smaller sets (Tabachnick & Fidell 2007), and confirmatory 
factor analysis (CFA) to establish the validity and unidimensionality of the data and thus, 
the measurement model. The second stage employed structural equation modelling (SEM) 
to examine the structural model and assess the relationships between model constructs 
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(Hair et al. 2014). The results each of the data screening and analysis stages are presented 
in Chapter Six. 
4.8.1 Data preparation 
The process of preparing collected data for analysis in the main study involved the 
following steps: checking the questionnaire, editing, coding, cleaning and statistically 
adjusting the data as required (Malhotra et al. 2008). The data preparation and 
management process was expedited by the use of an online questionnaire, which  
was programmed to prevent multiple attempts by the same respondent, participation  
of unqualified or unsuitable subjects, the entry of incorrect or out of range values (for 
example, entering 9 on a 7-point scale) and the submission of incomplete surveys 
(Malhotra et al. 2008). Questionnaires were also automatically screened for irregularities 
(such as repetition of the same response to ten or more consecutive questions) and 
discarded if authenticity could not be verified. This ensured that there were no missing  
or erroneous values in the final data set. Further, responses were fed directly into the data 
analysis software (SPSS), thus eliminating the need for manual data entry and the 
possibility of transcription error (Ilieva 2002). 
Collected data was pre-coded by the marketing research company whereby numeric  
values were assigned to each possible response for a given question. For example,  
gender was coded as 1 for males and 2 for females; city tiers were coded as 1 for tier  
one and two cities or 2 for tier five and six cities (although the name of each respondent’s 
city was also captured separately). Given that the questionnaire did not include any 
unstructured questions, and most questions were answered according to a 7-point  
Likert scale, the coding was very straightforward and required little or no adjustment  
once final data was obtained (Malhotra et al. 2008). 
4.8.2 Data screening 
Prior to analysis of the data, it was necessary to test the underlying statistical assumptions; 
assessing the normality for all metric variables included in the conceptual model (Hair et 
al. 2014). This included checking the data set for outlier or extreme values and ensuring 
that distribution between variables is normal, linear and homoscedastic, that there was no 
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correlation between errors, and minimal correlation between independent variables (Hair et 
al. 2014). Each of these tests was undertaken using various features of SPSS (version 21) 
software; results are reported in Chapter Six. 
4.8.2.1 Demographic characteristics of respondents 
Demographic characteristics of respondents were checked to ensure approximately equal 
representation of male to female and high and low city tiers had been achieved. Results are 
reported in the next chapter. In addition, the data set was examined to make certain that 
equal numbers of consumers had seen each advertisement.  
4.8.2.2 Missing values 
As the survey was conducted online, it was possible to pre-screen and reject any irregular, 
erroneous or incomplete surveys. Consequently there were no missing values in the final 
data set provided. Even so, the data was visually examined and all frequencies checked in 
SPSS to ensure this was indeed the case. 
4.8.2.3 Outliers 
Given that outliers, or extreme scores (either very high or very low), can create distortion 
in statistical analysis, it was necessary to check for these before data analysis commenced 
(Tabachnick & Fidell 2007). Hair et al. (2014) suggest that outliers should be identified 
from as many different perspectives as possible (univariate, bivariate and multivariate); 
seeking consistent patterns across perspectives. Univariate detection can be done through 
the SPSS distribution function, with box plots, stem and leaf diagrams and histograms 
providing graphical methods for identifying univariate outliers (that is, cases with an 
extreme value on a single variable). 
Alternately, multivariate outliers (cases with unusual scores on two or more variables)  
can be detected by means of SPSS regression determining Mahalanobis distance,  
Cook’s distance and Leverage scores. While Mahalanobis distance is one of the easiest 
ways to detect multivariate outliers, it can be somewhat unreliable and should be used  
with caution (Tabachnick & Fidell 2007). The question remains then, of what to do  
when outliers (either univariate or multivariate) are detected. Univariate outliers should  
be checked to determine whether they are a legitimate part of the sample population or not.  
If so, they may be transformed to reduce their impact. If not, they may be deleted without 
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loss of generalisability (Tabachnick & Fidell 2007). Multivariate outliers are more 
complex to deal with and transformation is unlikely to produce much effect. Therefore,  
if the discrepant case is found to be exerting undue influence on the results, it is usually 
recommended that it be deleted from the analysis (Hair et al. 2014).  
4.8.2.4 Assumptions of multivariate analysis 
According to Hair, Black, Babin and Anderson (2014), the final step in data screening is  
to test the assumptions underlying the statistical bases for multivariate analysis. Where 
missing data analysis and outlier detection attempt to clean the data in preparation for 
multivariate analysis, tests of assumptions ensure the data provides a sound foundation 
upon which to make statistical inferences. The following four assumptions (normality, 
linearity, homoscedasticity and independence of error) potentially affect every univariate 
and multivariate statistical technique (Hair et al. 2014). Each of the following assumptions 
was tested using SPSS, by the methods described below, with results and analysis reported 
in the next chapter.  
Normality. Normality is the most fundamental assumption made in multivariate analysis 
(Hair et al. 2014). This refers to the shape of data distribution for an individual variable in 
relation to a ‘normal distribution’ curve. If there is a large degree of variation from a 
normal pattern of distribution, any resulting statistical tests are rendered invalid –  
it is therefore essential to assess, and if necessary, address normality (Hair et al. 2014).   
Normality of variables is assessed by means of skewness (or symmetry) and kurtosis (that 
is, peakedness or flatness) of the distribution (Hair et al. 2014). A zero value for skewness 
and kurtosis indicates a normal distribution (Tabachnick & Fidell 2007). Values for both 
skewness and kurtosis are determined through the SPSS frequencies function. 
Linearity. Linearity is assumed in all multivariate analysis techniques (Hair et al. 2014) – 
including the factor analysis and structural equation modelling processes used in this 
research. Linearity refers to a straight-line association between two variables and is 
generally diagnosed by means of bivariate scatterplots between two variables, where an 
oval shaped pattern represents a linear relationship (Tabachnick & Fidell 2007).  
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Homoscedasticity. Homoscedasticity is related to the dependence between variables;  
the assumption is that dependent variables will demonstrate equal variance across  
the range of predictor variables (Hair et al. 2014). Homoscedasticity is preferred over 
heteroscedasticity (where dispersion is uneven) so that the variance used to explain and 
predict the dependence relationship between dependent and independent variables is not 
concentrated in a limited range of values (Hair et al. 2014). Again, this is assessed 
graphically through the use of bivariate scatterplots, generated in SPSS. Where values are 
normally distributed, the scatterplot is roughly oval shaped (Tabachnick & Fidell 2007). 
Additionally, the Levene test (also available in SPSS) provides a statistical test of 
homoscedasticity on a univariate basis, which is considered an appropriate preparation  
for multivariate analysis (Hair et al. 2014). 
Independence of Error. A further assumption in multivariate analysis is the absence of 
correlation between errors (Hair et al. 2014), or the independence of errors. This is 
assessed by means of the Durbin-Watson test, available in SPSS, which should result in a 
score of close to 2.00 (Field 2007; Tabachnick & Fidell 2007). 
4.8.2.5 Multicollinearity and singularity 
Multivariate analysis techniques (for example multiple regression and factor analysis)  
may also be also sensitive to the issue of multicollinearity. This refers to the relationship 
among the independent variables (Pallant 2010) and is a problem that occurs within a 
correlation matrix when variables are too highly correlated (Tabachnick & Fidell 2007). 
Hair et al. (2014) suggest that a certain degree of multicollinearity is unavoidable when 
consumer response data is involved. However, in cases of extreme multicollinearity (eg. 
singularity, where two or more variables are perfectly correlated), it is not possible to 
estimate any coefficients. In other cases, multicollinearity may affect the statistical tests  
of coefficients or even the overall model; an issue that becomes more problematic when 
sample sizes are small A correlation matrix is used to assess this: high correlations of 9.0 
and over may indicate some degree of collinearity (Hair et al. 2014).  
Multicollinearity is more precisely assessed by means of the tolerance (the amount of 
variability of the selected independent variable that is not explained by other variables)  
and its inverse, the variance inflation factor (VIF). Higher degrees of multicollinearity  
are identified by lower tolerance values and higher VIF values. The recommended 
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minimum tolerance value is 0.10 (with a corresponding VIF value of no more than 10)  
for reflective measures (Hair et al 2014). Multicollinearity is assessed somewhat more 
rigorously for formative construct measures however, with acceptable parameters 
described more fully in section 4.7.3. 
4.8.3 Factor analysis 
The primary purpose of factor analysis is to define the underlying structure between  
the variables in a study; the information contained in a number of variables is condensed 
into smaller set of dimensions or factors (Hair et al. 2014). The two main approaches  
to factor analysis are exploratory and confirmatory. As the name suggests, exploratory 
factor analysis (EFA) is primarily used in the early stages of scale development to provide 
information about the number of factors required to accurately represent the data (Hair  
et al. 2014). EFA may also be used to investigate models with poor confirmatory factor 
analysis fit (Schmitt 2011). Confirmatory factor analysis (CFA) is more complex and used 
to assess measurement theory, which requires that constructs (or factors) have already been 
defined before results can be calculated (Hair et al. 2014).  
However as this study used existing scales (and hence, had no need for scale develop-
ment), factor analysis was used to confirm that the nominated constructs provided an 
accurate representation of the interrelationships between variables before CFA was  
applied to assess measurement validity (Hurley et al. 1997; Harrington 2009).  
Exploratory factor analysis, using principal components extraction and Promax rotation, 
was conducted to check that the observed variables loaded together as anticipated, were 
adequately correlated and met reliability and validity criteria (Gaskin & Happell 2014). 
Promax rotation, as an oblique rotation method, was selected as a more flexible approach 
for groups of factors that may have theoretically-based correlations between them (Pallant 
2010; Hair et al. 2014).  
Accordingly, the correlation matrix was to examined to ensure that at least some 
correlations scored r = 0.3 or more and Bartlett’s test of sphericity (Bartlett 1954), and  
the Kaiser-Meyer-Olkin (KMO) index (Kaiser 1970, 1974) applied to confirm that factors 
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loaded together as anticipated (Pallant 2010), in readiness for subsequent multivariate 
analysis procedures. Results of these tests are reported and discussed in Chapter Six. 
4.8.4 Reliability  
An essential step, before hypothesised relationships can be tested, is to confirm the 
reliability of the measurement instrument itself (Peter 1979). The most commonly  
used test of reliability is internal consistency, which examines consistency among the 
variables in a summated scale (Hair et al. 2014). Internal consistency is usually assessed 
by means of Cronbach’s (1951) alpha (Nunnally & Bernstein 1978; Peter 1979). It is 
generally agreed that the acceptable lower limit for a Cronbach’s alpha is 0.7 (Hair et al. 
2014), however Cronbach’s alpha values are sensitive to the number of items in a scale. 
Scales with less than ten items will commonly report alphas below 0.5, in which case the 
recommendation is to report the mean inter-item correlation for the items (Pallant 2010). 
The ideal range for inter-item correlation is between 0.2 and 0.4 (Briggs & Cheek 1986).  
Reliability measures can also be obtained from confirmatory factor analysis - these include 
composite reliability and the average variance extracted (Hair et al. 2014). 
4.8.5 Specification of formative and reflective measurement models 
Before any worthwhile analysis of data or development and testing of theory can occur, 
the validity of the underlying constructs and their relationships to each other must first be 
established. Rigorous assessment of construct measurement properties is considered a 
‘matter of logical necessity’ and prerequisite for any causal analysis; indeed structural 
equation modelling (as employed in this study) depends upon it (Bagozzi 1981, p. 376). 
However, in order to assess the measurement model, it is necessary to determine  
the direction of causality between each construct and its indicators (or measurement  
items) in order to avoid misspecification of the model (Diamantopolous & Siguaw 2006; 
Diamantopoulos, Riefler & Roth 2008). In reflective measurement, the direction of the 
relationship is from the construct to the measures; in formative measurement the 
relationship is reversed - from the measures to the construct (Diamantopoulos, Riefler  
& Roth 2008). Reflective and formative models are assessed differently; misspecification 
            
 
97 
may lead to inaccurate conclusions about relationships between constructs in the structural 
model (Jarvis, Mackenzie & Podsakoff 2003).  
Whilst there is still some debate about the methods and indeed, the necessity, of specifying 
formative measures (Dimantopoulos 2011), Coltman and colleagues (2008) provide a 
comprehensive framework for identifying and validating both formative and reflective 
measurement models. This framework is based on: 1) theoretical considerations: nature of 
the construct, direction of causality between items and latent construct, and characteristics 
of items used to measure the construct; 2) empirical considerations: item intercorrelation, 
item relationships with construct antecedents, consequences and measurement error and 
collinearity. Having taken these factors into consideration, it was determined that most  
of the constructs used in the present study were, in fact, reflective. These constructs follow 
standard validity procedures outlined in this section, and were evaluated according to 
classical test theory (Jarvis et al. 2003). However, the one notable exception, desire to 
postpone closure (DPC), was found to be formative rather than reflective in nature.  
Although the Cronbach’s alpha reported for DPC as a scale (see Table 6.8) suggested  
that DPC works as a single reflective measure, a closer examination of the construct 
according to Coltman et al.’s (2008) framework suggested otherwise. Firstly, from a 
theoretical perspective it appeared that there were in fact two independent indicators – 
information search (eg. ‘I wish I could have more information available to judge the 
advertised brand’) and open mindedness (eg. ‘I did not want to apply my previous 
impression to the advertised brand’). It was also supported by a review of the literature; 
Yang and Smith (2009) treat DPC as a formative measure in their model, although their 
paper does not expand on how they arrived at this conclusion. Secondly, the specification 
of DPC as a formative measure was supported empirically by factor analysis. Dimension 
reduction showed firstly, that DPC information search was positively correlated with 
purchase intention while the remaining DPC items were negatively correlated. Secondly, 
one of the information search items scored below the recommended communality level, 
flagging the fact that there were two distinct components to the construct. Therefore, the 
decision was made to split DPC into two indices: 1) open mindedness and 2) information 
search. Subsequent multivariate hypothesis testing proceeded on this basis. 
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4.8.6 Validity  
Where reliability establishes that a given measure will reproduce the same results under 
different circumstances, validity establishes the ability of a measure to assess what it is 
supposed to (Norman & Streiner 2010; Brennan, Voros & Brady 2011). Thus, as well as 
being reliable, a measured variable must also be conceptually valid – that is, measuring  
the construct it is meant to (Stangor 2010). Content validity (including face validity) 
should take place prior to data collection (Brennan et al. 2011). Construct validity 
(including convergent, discriminant and nomological validity) is empirically measured  
by ‘the correlation between theoretically defined sets of variables’ (Hair et al. 2014, p. 
124) and defined in terms of relationships with other variables (Diamantopoulos, Riefler  
& Roth 2008).   
4.8.6.1 Content validity 
Content validity is considered to be formative in nature, taking place as it does before  
any data is gathered (Brennan et al. 2011). It is imperative that content validity is 
established; unless constructs are fully defined and validated, important elements may  
be left out and constructs misspecified as a result (Dimantopoulos 2011). Content validity 
was established in this study firstly through face validation – a subjective examination of 
the scale items to ascertain whether they ‘looked’ as if they would measure what was 
intended. Secondly, through the use of established scales, thirdly, through consultation 
with academics who were experts in the relevant field and finally, through the pretesting 
phase. In this way, the measured variables appeared to adequately cover the ‘full domain 
of the conceptual variable’ (Stangor 2010, p. 96). 
4.8.6.2 Construct validity  
Construct validity, in a broad sense, assesses the relationships between constructs 
(Harrington 2009). It involves testing a construct in relation to theory, rather than through 
operational definition or direct measurement (Cronbach & Meehl 1955). Hair et al. (2014) 
advise that all scales - even those taken from previous research - should be carefully 
checked for construct validity. This is done at confirmatory factor analysis stage (see 
section 4.8.7 for details), where standardised loading estimates should be at least 0.5, but 
preferably 0.7 or higher (Hair et al. 2014). Construct validity is determined by testing for 
convergent, discriminant and nomological validity. 
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Convergent validity. Convergent validity assesses the extent to which a measure correlates 
with related other measures, acting on the premise that any construct or trait should be 
measureable by at least two other methods (Churchill 1979; Bagozzi 1981). Convergent 
validity is established by means of average variance extracted (AVE). AVE values greater 
than or equal to 0.5 indicate adequate convergent validity (Reid 2005; Hair et al. 2014). 
Discriminant validity. Churchill (1979) describes discriminant validity as the extent to 
which a measure is unique and not merely a reflection of another variable. Comparing the 
variance extracted (AVE) estimates for each construct with the square of the correlation 
between the two factors provides evidence of discriminant validity (Lai, Babin & Griffin 
2009; Hair et al. 2014). When this occurs, it suggests that the latent construct has more  
in common with its own measures than with other constructs – that is, the construct does 
not correlate too highly with apparently unrelated measures (Fornell & Larcker 1981; 
Reisinger & Mavondo 2007). 
Nomological validity. Nomological validity is defined as ‘the extent to which the pattern 
of results for a theoretical network is consistent with broader theoretical networks’ 
(Brennan, Camm & Tanas 2007, p. 6). Measures are expected to correlate positively  
with measures of different, but theoretically related, constructs. This study used a number  
of different scales to provide nomological validity for key constructs. For example, 
correlations between the need for cognition and desire to postpone closure scales, and 
between consumer innovativeness and individual creativity, were used to validate the 
constructs used in the final model.  
4.8.7 Confirmatory Factor Analysis (CFA) 
Confirmatory factor analysis requires both the number of factors, and the factors each 
variable will load onto, to be pre-determined before an analysis is run. This analysis 
technique differs from EFA in that theory, rather than statistical techniques, governs how 
variables are assigned to factors. CFA therefore tests hypothesised relationships to confirm 
how well (or otherwise) the measurement theory matches the actual data, using goodness 
of fit measures to identify and describe the outcomes (Hair et al. 2014). One of the main 
features of CFA is the ability to depict the pattern of observed variables that form latent 
constructs in the hypothesised model, and to test the reliability of those observed variables 
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(Schreiber et al. 2006). In short, CFA provides a visual representation of the model 
constructs and indicators whilst assessing the reliability and validity of the constructs  
(Hair & Babin 2013).  
4.8.7.1 Measurement model assessment 
The measurement model examines the relationship between each construct and its 
measures while the structural model analyses the relationship between the constructs 
themselves (Jarvis, Mackenzie & Podsakoff 2003). Until the measurement model is 
properly specified, any analysis of the structural model is essentially meaningless 
(Anderson & Gerbing 1988). Measurement models define the relationships between 
observed and unobserved (latent) constructs (Byrne 2010). Confirmatory factor analysis, 
performed in AMOS or other modeling software, provides both a graphical and metric 
representation of the measurement model, which is then used to examine interrelation-
ships between latent constructs. In the process, factor loadings, unique variances and 
modification indexes (indicating whether a variable should be deleted or a path added)  
are examined - enabling the researcher to develop the best indicators of latent variables  
in anticipation of structural model analysis (Shreiber et al. 2006). 
4.8.7.2 Goodness of fit measures 
Goodness of fit measures are used to determine the degree of fit between the  
hypothesised model and the observed data (Fornell & Larcker 1981). In this study,  
model fit was estimated by the maximum likelihood estimation method (MLE), which, 
assuming normality of multivariate distribution, allows for the analysis of the chi-square 
(χ2) statistic (Hair et al. 2014). A non-significant χ2 suggests that there is no statistical 
difference between the observed and estimated correlation or covariance matrices 
(Schumacker & Lomax 1996). However, many extraneous factors may impact the  
chi-square significance test. For example, a small sample with few variables will  
generally produce a non-significant χ2, regardless of whether it meets other validity  
and appropriateness requirements.  Therefore, the chi-square test should always be 
complemented by other goodness of fit indices (Hair et al. 2014).  
Model fit can be confirmed by a number of additional statistical tests including the  
Tucker-Lewis index (TLI), proposed by Tucker and Lewis (1973); the comparative fit 
index (CFI) put forward by Bentler (1990) and McDonald and Marsh (1990); the Normed 
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Fit Index (NFl) and the root-mean square error of approximation (RMSEA), developed by 
Steiger and Lind (1980) (Mavondo, Gabbott & Tsarenko 2003). Whilst there is no single 
set of index values guaranteed to distinguish acceptable model fit from unacceptable fit, 
there are guidelines to assist with the assessment process. It is recommended that at least 
one incremental index (eg. CFI or TLI) and one absolute index (eg. RMSEA) should be 
reported in addition to the χ2 result and the model degrees of freedom (Hair et al. 2014). 
The acceptable range of values for each of these indices depends on model characteristics 
such as sample size and model complexity. Table 4.1 summarises the goodness of fit 
criterion appropriate for this study, which has a relatively large sample size (n > 250),  
and up to 12 observed variables per construct. 
Table 4.1 Criterion for goodness of fit indices 
Goodness of fit criterion Acceptable 
level 
Interpretation 
Chi-square (χ2) Significant  
p values 
expected^ 
Value > 0.05 reflects acceptable fit. Values 
between 0.05 and 0.20 indicate a good fit. 
Non-significant & small values show good fit. 
Significant and large values may show poor fit 
Chi-square:df ratio (CMIN/DF) < 2.0 Value below 2 is preferred but values between 
3 and 5 are acceptable (Hair & Babin 2013) 
Comparative Fit Index (CFI) Value close  
to 1 
Values > 0.90 reflect a good fit 
Tucker Lewis Index (TLI) Value close  
to 1 
Values > 0.90 reflect a good fit. Values below 
0.90 indicate the need to respecify the model 
Root Mean Square Error of 
Approximation (RMSEA) 
< 0.08 Values < 0.05 reflect a good fit. Values 
between 0.05 and 0.08 reflect reasonable fit  
Table adapted from Reisinger and Mavondo (2007); Hair, Black, Babin and Anderson (2014)  
All recommended values assume n > 250. ^Where number of observations per group > 12 
 
4.8.7.3 Formative model assessment 
Petter, Straub and Rai (2007) propose that assessment of convergent and discriminant 
validity should not be conducted in the same way for formative as reflective measures, 
given the fundamental differences between the two types of construct. In the same way, 
internal consistency and reliability are considered unimportant when assessing formative 
constructs, because measures are examining different facets of the construct (Petter, Straub 
& Rai 2007).  
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Conversely, establishing the content validity of a formative construct – which relies on 
theoretical rather than empirical testing for support - becomes even more critical (Edwards 
& Bagozzi 2000; Diamantopoulos & Siguaw 2006). Likewise, multicollinearity, which  
is less problematic with reflective constructs, becomes an issue with formative constructs 
(Jarvis et al. 2003). Diamantopoulos and Siguaw (2006) thus recommend a variance 
inflation factor (VIF) statistic of no more than 3.3 for formative measures, compared with 
a more generous allowance of up to 10 for reflective measures (Hair et al. 2014). See 
section 4.8.2 for more details. 
A limitation of formative models is that they can only be assessed in the context of  
the consequences or effects of the latent variable in question (Diamantopoulos & 
Winklhofer 2001). In this study, a Multiple Indicators and Multiple Causes (MIMIC) 
structure (Jöreskog & Goldberger 1975) was applied to assess the formative measure, 
desire to postpone closure (DPC). This required the inclusion of two reflective items in  
the formative model, to facilitate the estimation of paths linking the formative indicators  
to the construct and the variance of the error term (Diamantopoulos 2011). In addition, 
errors were assessed at construct, rather than item, level (Petter, Straub & Rai 2007).  
In spite of the complexity of specifying a formative model, Diamantopoulos and Siguaw 
(2006) demonstrate that once a MIMIC model is established, the same goodness of fit 
criteria can be used to assess the fit of a formative model as a reflective one.  
4.8.8 Measurement invariance assessment  
Measurement invariance testing is an important prerequisite for any meaningful evaluation 
of hypotheses regarding group differences. As Ewing, Salzberger and Sinkovics (2005) 
state, ‘examining the cross-national applicability of advertising measures has become 
increasingly important’ (p. 17). Measurement invariance testing establishes whether or  
not responses from individuals in different populations can be compared on the same 
measurement scale, and whether different scores between groups can realistically be 
interpreted and explained (Steenkamp & Baumgartner 1998; Ewing, Caruana & Zinkhan 
2002; Mavondo, Gabbott & Tsarenko 2003).  
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There are two main issues to consider. Firstly whether measurement scale items mean the 
same thing to each group of respondents; that is, ensuring that the concepts are understood 
in the same way between groups (configural invariance). Secondly, whether there is true 
equivalence in the way that scale intervals are interpreted by different groups; that is, that 
the measures used mean the same thing to different groups (metric invariance) (Bagozzi & 
Edwards 1998; Vandenberg & Lance 2000).  
Measurement invariance is assessed by using unconstrained measurement models, with 
groups loaded separately for fit (CMIN/DF < 5 and CFI ≥ 0.9), to determine configural 
invariance. Then, after constraining the models to be equal, the difference in chi-square 
values (Δχ2) between the two should be non-significant (p > 0.05), thus demonstrating 
metric invariance (Vandenberg & Lance 2000; Gaskin & Hapell 2014).  
Vandenberg and Lance (2000) also suggest that the difference in CFI scores (ΔCFI) 
between the two groups can be used as a supplementary – though not alternate – means of 
confirming invariance. They cite a study by Cheung and Rensvold (1999), which proposes 
that ΔCFI ≤ –0.01 indicates invariance, while values between –0.01 and –0.02 indicate that 
there may be differences, and values > –0.02 indicate definite differences between groups. 
Consequently, multigroup confirmatory factor analysis (CFA), as outlined by Steenkamp 
and Baumgartner (1998), was employed using AMOS (version 22), to assess measurement 
invariance. The first group assessment was between product categories on creativity 
measures. The second was between city tiers on measures for all key variables (advertising 
creativity, cognitive and affective processing, purchase and viewing intentions) as well as 
individual creativity, uncertainty avoidance and need for cognition. Results of invariance 
testing, along with model fit indicators, are presented in Chapter Six. 
4.9 HYPOTHESIS TESTING 
Having screened data to ensure it met the statistical assumptions required for multivariate 
analysis, confirmed measurement invariance between product categories and city tiers  
(see section 6.5.4) and established the fit between hypothesised measurement models  
and observed data, hypothesis testing could proceed. The hypotheses, developed and 
presented with the conceptual model in Chapter Three, were tested by a variety of 
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multivariate analysis techniques. These included regression analysis (using SPSS) and 
structural equation modelling (using AMOS), with results reported and discussed in 
Chapter Six. 
4.9.1 Multiple regression 
Multiple regression analysis explores the relationships between a single dependent 
(criterion) variable and a number of independent (predictor) variables (Hair, et al. 2014). 
Hierarchical multiple regression was employed in this study to provide preliminary 
evidence for either supporting or rejecting a number of the hypotheses that form the basis 
of this research (see sections 3.4 – 3.7 for more details). In this case, age, gender and 
education were entered as a block before other independent variables were entered into  
the model, making it possible to control for the effects of these demographic variables 
whilst other relationships between variables were analysed. Desire to postpone closure,  
as a formative factor consisting of two indices - open mindedness and information search,  
was treated as two separate variables during regression analysis.  
4.9.2 Test of moderation effects 
The moderating or interaction effects of individual creativity and cultural uncertainty 
avoidance on desire to postpone closure, and the subsequent impact on dependent  
variables (viewing or purchase intentions), were expected to be significant in this study. 
The role of the moderator in this study was to explain the strength and direction of the 
causal effect of an independent variable on dependent variables (Wu & Zumbo 2007).  
In this regard, the moderators were regarded as supplementary variables; there was less 
need for stringent control over manipulation and thus, moderators were observed rather 
than manipulated. There are a number of ways to test moderation effects (Baron & Kenny 
1986), but as the moderators in this study were measured on a quantitative scale, a 
regression technique provided an appropriate choice for analysis (Wu & Zumbo 2007). 
Therefore, SPSS – utilising the ModProbe interaction probing procedure (Hayes & 
Matthes 2009) - was used to determine the hypothesised moderation effects of uncertainty 
avoidance and individual creativity.  
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4.9.3 Test of Structural Relationships 
Once the construct validity and unidimensionality of the measurement model had been 
established, structural equation modelling (SEM) could proceed. This analysis technique 
was used to determine the strength of dependent relationships between constructs in the 
hypothesised model. Up to this point, analysis processes had only been able to examine 
relationships one pair at a time. Alternatively, structural equation modelling, facilitated 
simultaneous analyses, allowing for a more holistic exploration of relationships between 
constructs. In fact, Schreiber et al. (2006) describe a structural model as a succession of 
structural equations, equivalent to running a number of simultaneous regression equations.  
Analysis of the fully integrated structural model was conducted in AMOS and  
included each of the measurement model components tested previously: three  
reflective dependent variables (positive affect, purchase and viewing intentions); a 
formative construct (desire to postpone closure – comprised of open mindedness and 
information search indices) and two independent advertising creativity variables 
(divergence and relevance). In addition, an interaction term (divergence x relevance)  
was included, according to the process described in the following sections. Model fit 
indices and standardised path coefficients were examined using similar assessment  
criteria to those applied to the measurement models.  
In this way, structural equation modeling confirmed and reinforced the findings of the 
regression analysis described in section 4.9.1. It was therefore possible to accept or reject 
hypotheses with a greater degree of confidence.  
4.9.3.1 Overall advertising creativity as interaction variable 
In keeping with Yang and Smith’s (2009) model, the advertising creativity variables - 
divergence and relevance - were multiplied to create an interaction term for overall 
advertising creativity (divergence x relevance). Before creating this interaction variable,  
it was first necessary to standardise the constituent (first order) variables to eliminate the 
possibility of multicollinearity (Holmbeck 1997; Cohen et al. 2013). Having included  
the interaction term in the structural equation, the predictor variables were also required 
(Cohen et al. 2013). Thus, the final structural model included separate constructs for 
divergence and relevance, in addition to the interaction variable, divergence x relevance. 
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4.9.3.2 Multigroup comparison 
The final three hypotheses presented in the thesis required multigroup analysis, related  
as they were to the differences or otherwise between high and low city tiers in China. 
T-tests were conducted to determine whether or not consumers in tiers one and two rated 
higher on individual creativity and lower on uncertainty avoidance measures than their tier 
five and six counterparts, as was hypothesised.  
Multigroup structural equation model analysis was then performed to examine the final 
hypothesis, which proposed that differences exist between city tiers in consumer responses 
to key variables. The process for multigroup analysis, conducted in AMOS, began with  
the estimation of an unconstrained model, where path coefficients are allowed to vary 
across the two groups in a single data set. A constrained model was then estimated where 
target path coefficients were constrained to be equal across both data sets (Hair et al. 
2014). The last step involved comparing the goodness of fit statistics for the unconstrained 
and constrained models, using a χ2 difference test (Δ χ2) to determine whether there was 
significant difference between the two groups (eg. Vandenberg & Lance 2000).  
Having developed and run the fully integrated structural model, and verified the model  
fit in relation to the collected data, the remaining hypotheses were tested and conclusions 
drawn. The outcomes and results of hypothesis testing are summarised and presented in 
Chapter Six. 
4.10 ETHICS AND CONFIDENTIALITY  
Each phase of the research adhered to the guidelines provided by RMIT University, 
whereby all human research associated with RMIT must be carried out in accordance with 
the National Statement on Ethical Conduct in Human Research and the Australian Code 
for the Responsible Conduct of Research. As part of the RMIT University research policy, 
all research projects involving human subjects must be approved by the Human Research 
Ethics Committee (HREC) or the relevant College Human Research Advisory Network;  
in this case the College of Business (BCHEAN), before commencement of data collection. 
The main concerns of the council with regard to general research projects involving human 
subjects are: anonymity, confidentiality and exploitation of subjects. As stipulated in the 
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BCHEAN guidelines, participant anonymity was protected at all times. In each case, 
respondents were advised that all information they provided was strictly confidential and 
that only the researcher and the supervising authority had access to the final data.  
4.10.1 Phase One – qualitative practitioner interviews 
All essential information regarding the study was provided in the cover letter and Plain 
Language Statement provided to participants. No identifying information was published  
or made accessible to anyone other than the principal researchers involved in the study. 
Part of the process of transcribing the interviews included allocating a code number to 
each respondent by which they were subsequently known, and deleting any information 
from the transcript that could be used to identify any individual, their agency or clientele - 
as agreed with participants prior to each interview. 
Notice of Approval to conduct practitioner interviews was received from the RMIT 
Business College Human Research Advisory Network (BCHEAN) on 3 January 2012. 
Reference number: 1000362. The letter of approval can be seen in Appendix I.  
4.10.2 Phase Two – quantitative consumer research 
4.10.2.1 Pretests  
The pretest phase involved seeking responses from students, none of whom were 
personally known to the researcher. Appropriate food incentives were offered and  
students were informed that their participation was voluntary. Participants were  
informed of the purpose of the study (verbally and in writing) and provided with the 
researcher’s contact details prior to their participation. No form of deception was  
involved in the survey. Additionally, no form of information that could identify a 
participant was requested in any questionnaire.  
4.10.2.2 Main study 
The marketing research firm facilitating the online survey is accredited by the  
European Society for Opinion and Marketing Research (ESOMAR) and thus, fully 
compliant with the ethical codes and guidelines set down by the professional body (see 
http://www.esomar.org). Participants in the survey were all aged over 18 years and were 
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informed of the purpose of the study, participation requirements and information about  
the researcher at the commencement of the questionnaire. The survey only proceeded if  
the participant agreed to the terms of the study and passed the screening phase (which 
included screening for age and city tier). Participants were only asked for their first name 
(which was not included in the final data set) and allocated a unique user ID which 
allowed tracking by the marketing research firm for the purpose of compensation and 
response control (to prevent respondents from participating in more than one survey).  
The researcher had no access to the marketing research firm’s database. 
Notice of Approval to conduct the Chinese fieldwork, including pretests with  
RMIT students, was received from the RMIT Business College Human Research  
Advisory Network (BCHEAN) on 12 September 2012. Reference number: 15661.  
See Appendix M for approval letter. 
4.11 SUMMARY OF THE CHAPTER 
This chapter described the mixed methods approach taken to investigate advertising 
creativity in a Chinese context, and its impact on Chinese consumer processing and 
outcomes. A qualitative study - based on interviews with advertising practitioners in  
China - both informs and is complemented by conclusive, descriptive quantitative data 
collection and analysis. A description of each method was presented, including a rationale 
explaining the choice of each approach, procedures for data collection and analysis,  
and information regarding selection of participants for each phase. This was followed by  
a discussion regarding standards of quality, validity and reliability for each study and 
concluded with the measures taken to ensure ethical and confidential research practice.  
This chapter lays the groundwork for Chapters Five and Six that follow - where the results 
of each phase (qualitative and quantitative) are presented and discussed. 
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CHAPTER FIVE – QUALITATIVE RESEARCH RESULTS AND DISCUSSION 
 
5.1 INTRODUCTION TO THE CHAPTER 
The preceding chapter outlined the methodology employed by this research. Taking  
a mixed methods approach, the research considers questions regarding the effect of 
advertising creativity on consumer processing and outcomes in a Chinese context,  
as well as exploring the possible moderating impact of factors such as individual  
creativity and cultural uncertainty avoidance.  
This chapter considers these issues from a practitioner perspective, focusing in  
particular on the status and value attributed to advertising creativity in the rapidly  
growing Chinese marketplace. The results reported in this chapter respond to the  
following research question: 
RQ1. What is the state of advertising creativity in the contemporary Chinese market? 
The chapter begins with an overview of advertising creativity and the Chinese  
advertising industry. It then presents the findings of a series of interviews conducted  
with advertising practitioners operating in China. Emerging themes are presented and 
discussed, and conclusions drawn. These subsequently form the basis of the quantitative 
research and hypothesis testing reported in Chapter Six.  
5.2 OVERVIEW OF ADVERTISING CREATIVITY IN CHINA 
Advertising creativity has variously been described as the spark that helps bridge a 
communication gap (Ashley & Oliver 2010) and a highly prized means to gain attention 
and impart information (West, Kover & Caruana 2008). While few in the West would 
argue with these sentiments; indeed, many researchers agree that creativity is a valuable 
ingredient in effective advertising communications (eg. Smith et al. 2007; Baack, Wilson 
& Till 2008; Sasser & Koslow 2008); the question remains as to whether creativity as 
prized and important in emerging markets where the advertising industry is still in relative 
infancy. What, in particular, of the Chinese market?  
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As was observed throughout the literature review in Chapter Two, and as Tsui (2007) 
points out with regard to management research in general, there is a tendency to rely  
on existing Western models such that ‘researchers inadvertently depress the development  
of novel ideas and theories that may prove to be useful in advancing knowledge in 
different national and emerging economy contexts’ (p. 1354). Tsui (2007) thus calls  
for indigenous or context-specific research whereby studies are conducted within the 
context of a single nation, with or without the intention to compare results, either 
incorporating ‘aspects of the national context in the theory and methods’ or ‘taking the 
national context for granted’ (p.1353).  
If, as Hung, Tse and Cheng (2012) propose, advertising theory and phenomena are 
culturally bound, then the situation for China with its unique cultural context poses an 
interesting challenge and ‘forces us to reconsider some normative constructs, postulates, 
and theories in advertising’ (Hung, Tse & Cheng 2012, p. 133). Indeed, as Ashley and 
Oliver (2010) argue, it is imperative that advertising creativity is in touch with,  
and responsive to, the changing environment around it: 
The role of creativity in advertising may be particularly sensitive to the changing 
marketplace because big ideas that bridge the gap between marketers’ messages  
and consumer needs depend on insights about the marketplace and the consumer  
(pp. 116-117).  
According to practitioner reports, Chinese advertising is not very creative, relying more  
on product demonstration and hard-sell than making emotional connections with the 
consumer (Sinha 2008; Broadbent 2011, 2013; Man & Piepalius 2013). Myths abound  
as to why Chinese consumers may be less likely to respond to creative advertising 
(Broadbent 2013) and yet, market and consumer research shows that Chinese audiences 
are as likely to respond to creative advertising as any other (Sinha & Chak 2009).  
However, the first and most obvious place to start this line of enquiry is to ascertain 
whether a Chinese understanding of creativity differs from the one on which Western 
models and assumptions are founded. As West, Kover and Caruana (2008) suggest: 
Creativity may also have different meanings across different countries; indeed, what  
is considered creative in the United States may not be considered equally creative 
elsewhere (p. 43).  
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The Chinese advertising industry, although one of the largest and fastest growing in the 
world (Okazaki & Mueller 2007; Li, Li & Zhao 2009), is relatively new, having only 
began to re-emerge in China in the late 1970s after years of restriction due to a centrally 
planned economy (Prendergast, West & Shi 2006). In spite of the enormous size and 
growth of their industry, Hung, Tse and Cheng (2012) observe that Chinese agency 
management is less sophisticated and experienced than in developed markets, and that 
Chinese clients often have far more power in deciding campaign strategy and outcomes 
than their global counterparts. This has apparently led to a more cautious, risk averse and 
measurement-driven approach to advertising in China compared with Western advertising 
practice (Sinclair 2008). For the time being at least, this conservatism appears to be stifling 
the development of truly creative advertising communication (Sasser & Koslow 2008). 
Tom Doctoroff, North Asia Area Director & Greater China CEO, JWT, expresses the  
issue in the following terms: ‘Ultimately, what the industry needs is leaders, and there  
we have a desert’ (Thoughtful Media 2011), adding that there are relatively few Chinese 
people above the age of 35 who could yet be considered ‘masters of advertising’ and true 
representatives of the industry and its development.  
If creativity really is an essential ingredient of effective advertising, it is important to try  
to understand how advertising creativity will evolve in a Chinese context, bringing us  
back to the question of what key issues are informing the future direction of advertising 
creativity in China. Thus, as a response to the call made by Nyilasy and Reid (2007) and 
Sasser and Koslow (2008) for more interface between academia and industry, it seems 
most appropriate to begin this investigation by seeking the experience of advertising 
practitioners already operating in a Chinese context. As Beard (2013) observes in the 
Journal of Advertising Research, it is only logical to consult with ‘the people who create 
the advertisements [and] pay for the messaging’ (p. 315). 
The findings reported in this chapter result from an investigation of how agency 
practitioners operating in the Chinese advertising industry perceive the value, purpose  
and even the definition of ad creativity, and how they see the industry evolving around  
the issue of creativity. The research investigates the opinions and experience of different 
types of practitioners working across the Chinese advertising industry (for example, 
creatives, executives, planners and account managers) to produce an overview of the 
current state of advertising creativity in a Chinese context (Wang et al. 2013). In doing  
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so, it explores an area, which until now, has received limited attention. It also exposes 
significant and even surprising tensions between agencies and their clients; clients  
and their consumers. Whilst tensions in the advertising industry are to some degree 
inevitable, and much has been written about these (eg. Nyilasy, Kreshel & Reid 2012; 
Oliver & Ashley 2012; Sasser, Koslow & Kilgour 2013), the tensions arising within  
and around China’s ad industry are largely specific to the unique cultural, social and 
economic characteristics that define China at this particular point in time. As such, this 
research provides insight into advertising creativity in an exceptional time and place  
in advertising history.  
5.3 DEMOGRAPHIC CHARACTERISTICS OF SURVEYED RESPONDENTS 
As described in the previous chapter, those interviewed were all advertising professionals 
operating in China at the time of the interview. Table 5.1 gives an overview of the 
demographic characteristics of the respondents. 
Table 5.1 Characteristics of informants 
Pseudonym 
 
Functional 
Role 
Gender Age 
Group 
Country 
of origin 
Years 
in 
China 
Agency 
size 
Agency type 
MD1_2010 Managing Director Male 30-40 Australia 5 Large International 
MD1_2012 Managing Director Male 30-40 Australia 7 Large International 
MD2 Managing Director Male 50-60 China N/A Medium Chinese 
AD1 Account Director Male 40-50 
Hong 
Kong 19 Large International 
AP1 Planner Female 40-50 Singapore 2 Large International 
AP2_2010 Planner Male 30-40 Germany 4 Medium Chinese 
AP2_2012 Planner Male 30-40 Germany 6 Medium Chinese 
AP3 Planner Female 20-30 China N/A Large International 
AP4 Planner Male 40-50 UK 2 Large International 
AP5 Planner Male 50-60 UK 6 Large International 
CD1  Creative  Female 30-40 China N/A Large International 
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CD2 Creative  Male 30-40 Germany 3+ Medium Chinese 
CD3_2010 Creative  Female 40-50 Hong Kong 13 Large International 
CD3_2012 Creative Female 40-50 Hong Kong 15 Large International 
CD4 Creative  Female 20-30 China N/A Large International 
CD5 Creative  Female 40-50 Taiwan 8 Medium Chinese 
AP6 Planner Male 30-40 UK 8+ Large International 
AP7 Planner Male 40-50 India 15+ Large International 
AP8 Planner Female 40-50 Singapore 5+ Large International 
AP9 Planner Male 30-40 Lithuania 3 Large International 
 
It is important to note that the informant ethnicity represented in this research is typical  
of the make-up of the global agencies currently operating in China. Seven women and ten 
men were interviewed, with the majority in the 30 - 50 age bracket, as would be expected 
for the level of professional seniority represented. Nine were in planning roles, five were 
creatives and the remainder were in executive (managing director or account director) 
roles. Interestingly, four of the five creatives were women, and all of these were from an 
ethnically Chinese background (although only one from mainland China). However, this 
gender skew does not appear to be representative of the situation in China or elsewhere. 
Field observation suggests that there are roughly even numbers of males and females 
working in creative departments of the agencies in question. However, the bias towards 
native Chinese speakers in creative departments would make sense considering the 
requirement to: 1) write copy or communicate concepts in Mandarin and 2) work with 
local (Mandarin speaking) production teams and suppliers to implement the creative work. 
It is also revealing to observe that expatriates predominantly feature in the senior 
advertising positions surveyed - but as Clift and Tiltman (2013) explain, ‘China's ad 
industry [still] welcomes the active involvement of the advertising elite from all around  
the world’ (p. 2). Many of the expatriates interviewed identify as ethnically Chinese,  
yet are not natives of mainland China – for example, from Taiwan, Hong Kong and 
Singapore. They were employed as global agencies were taking their first tentative  
steps into China because they had at least some of the local Chinese language and  
culture, combined with a Western education and business background (Lo & Yung 1988). 
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As the Chinese advertising industry continues to grow and increasing numbers of native 
Chinese are either employed in multinational or local agencies – or even, as Sinclair 
(2012) suggests, successful local agencies are increasingly absorbed into large global 
groups - it will be interesting to review the demographic mix in Chinese agencies again.  
5.4 RESULTS AND KEY THEMES 
The primary intent of the qualitative phase of the research was first and foremost, to 
explore practitioner definitions of the concept of advertising creativity and what value  
and importance they attach to it. From there, to discover whether advertising creativity 
looks and operates differently in a Chinese context than a Western one and finally, to 
unearth any issues or tensions that may be unique to the Chinese advertising industry, 
around the issue of ad creativity. Table 5.2 provides a summary of the key themes that 
emerged from the interviews and subsequent analysis, supported by selected quotes  
from the interviewees. The discussion that follows examines these same themes, in 
conjunction with field observations, in the context of the literature presented in Chapter 
Two. What is particularly worth noting is that results consistently reveal deep tensions and 
frustrations on the part of agencies towards their clients – with regard to client views of 
creativity and towards their consumers, particularly in lower tier Chinese regions. 
Table 5.2 Summary of key themes  
Theme Selected quotes 
Practitioner 
definitions of creativity 
Creativity means to show 
something surprising. For example, 
it starts off in one direction and 
ends up being quite different… the 
role of creativity is to create a 
strong impression… to catch the 
eye and get attention (AP3) 
Creativity is about new ideas. It 
is a luxury… it’s about changing 
people’s minds in a subtle 
way… It requires open 
mindedness to be understood 
(CD1) 
Creativity in a Chinese 
context 
I think the idea that Chinese 
somehow respond differently to 
creativity than Westerners is very 
hard to sustain. [Perhaps] that was 
because the surveys they used to 
use in the old days were based on 
the American language surveys, or 
because they weren’t comparing 
like with like (AP5) 
I know there’s a popular view that 
I get very, very angry when I 
hear people say that Chinese 
people are too practical and 
they’re not creative… My 
attitude is how can a place that 
gave the world everything from 
the wheelbarrow to the printing 
press be (termed as) 
uncreative… but from an 
(advertising) industry 
perspective, creativity here has 
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the Chinese, particularly, aren’t 
very good at being original but I 
can think of plenty of examples that 
demonstrate Chinese original 
thinking for all sorts of fields. They 
are so good at remixing and 
tweaking and being practical about 
their solutions (AP9) 
Chinese people are not really taught 
how to think for themselves…[or] 
think critically. This is something 
that is not taught or encouraged, 
and even forbidden at school, so 
even though there are some who are 
more self-aware and will try to 
break the boundaries, most people 
are not really able to create 
something really different (CD5) 
been quite weak, because it’s 
seen as… art rather than 
commerce (AP4) 
We just got fed up with 
marketing directors saying 
Asian consumers are less 
creative than Western 
consumers… (so we) found 
examples of everyday creativity 
in Asia… how Asians use 
creativity everyday, in their 
daily lives, to solve problems 
that they have (AP5) 
Agencies struggle to encourage 
young creatives to break the 
mould and become more 
experimental (CD3_2010) 
Client attitudes 
towards creativity 
The business idea is still more of 
the driver than a creative idea so I 
think that’s probably the main 
difference in understanding of 
creativity in this part of the world. 
Creativity on the business side is 
more highly valued than on the ‘art’ 
side. In China they want to push the 
science side of creativity 
(MD1_2012) 
Creativity, if understood at all (by 
clients), is understood as mere 
execution (AP1) 
Clients… don’t accept new 
ideas. They don’t want to take 
risks because so many Chinese 
clients just think that advertising 
is equal to sales promotion. 
They don’t understand creative 
ideas, know how to judge them 
or appreciate them. You can’t 
judge effectiveness of ads by 
sales figures alone (AP3) 
Chinese clients don’t respect 
creativity. They want to play it 
safe. The client is king (AD1) 
Chinese cultural 
values 
In a way, the Chinese people are 
very conservative but always 
learning and in other ways, very 
creative. They have a strong belief 
in continuous learning… active 
learners (CD3_2010) 
As individuals, Chinese people 
are bold, brave and even 
creative, but society forces them 
to be outwardly conservative 
(CD1) 
Client attitudes 
towards lower tier 
consumers  
The way that Chinese consumers 
respond to advertising between tier 
1 and tier 4 is totally different. 
From my understanding, 
advertising is a part of culture so 
how you respond to it will differ 
with your education level. In a tier 
1 city, creative advertising can help 
brands to refresh and reposition 
themselves. But in a low tier city, 
maybe they can’t understand what 
the advertising is talking about 
(AP3) 
[We are] trying to help our 
clients to start loving their 
consumers instead of despising 
them. Because quite often it’s 
the Chinese clients themselves 
who are the most contemptuous 
of their audience and they will 
say, ‘These people are stupid, 
country folk. They won’t 
understand creativity’ (AP5) 
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Future of the Chinese 
advertising industry 
and creativity 
 
 
 
 
 
 
 
 
 
Creativity will [eventually] be a 
source of pride for the Chinese 
people but the only question is 
when. Personally I don’t think 
we’re going to see it any time 
soon… We and other agencies have 
been banging on for some time that 
the least risky thing you can do is 
highly creative work because the 
evidence is it will sell better, dollar 
for dollar. Is that message getting 
through? Maybe… let’s hope (AP5) 
 
China doesn’t yet have a clearly 
defined advertising voice or 
anything that makes Chinese 
advertising especially unique… I 
think that time will come but it’s 
just a question of when (AP9) 
In 10 to 20 years, China will 
form its own creative culture. 
[But, at present] modern 
Chinese culture is still about 
copying. Still trying to work out 
their own identity out of 
conflicting ideologies – still 
trying to make sense of it all 
(AP1) 
As the market becomes more 
mature and people become more 
skilled at what they are doing, 
and clients and industry can 
draw on successful cases from 
the past, that will liberate 
creativity. Also as the market 
becomes more competitive, the 
need for creativity will increase 
– and that will really affect the 
emergence of [a creative] voice 
(AP8) 
 
5.4.1 Practitioner definitions of creativity, and creativity in a Chinese context 
Although creativity is variously described by the interviewees as the ability to solve 
problems in a surprising and unexpected way, a tool to ‘make communication stand out 
and work harder’ (CD5) and ‘the power to persuade and connect’ (AP4), most agree that 
creativity is a key ingredient to the development of effective advertising communication. 
The practitioner responses are, for the most part, consistent with the literature (eg. El-
Murad & West 2003; Smith & Yang 2004; Ang, Lee & Leong 2007; Smith et al. 2007) in 
the way they define creativity – for example, the idea that creativity is about bringing into 
being something new by ‘re-forming and re-grouping existing things’ (AP2_2012). 
Where the interviewees differ from the literature is the way they believe creativity to  
be understood and applied in a Chinese context. In this context, creativity begins to  
have exemptions applied – such as the recurring idea that in the West, creativity equals 
originality whereas in China it may just mean an original interpretation or adaptation  
of an existing idea. As one account planner states, ‘Creativity in the East might not be  
put on the same pedestal as it is in the West… It’s not as important to create something  
unseen, something that’s never been done before’ (AP2_2012). Other practitioners  
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agree with this view, stating that, ‘creativity in a Chinese context differs from a Western 
notion of creativity in that they tend to remix things and adapt existing things for their  
own purposes’ (MD1_2012) and, ‘a different kind of creativity is valued… which has  
been about keeping your head down… and negotiating other people’s rules (whilst) 
turning those rules to your advantage’ (AP7).  
Many interviewees commented on the lack of creativity in existing Chinese advertising. 
There is a strong assertion within practitioner literature that Chinese advertising relies 
more on product demonstration and hard-sell than making emotional connections with  
the consumer (eg. Sinha 2008; Broadbent 2011, 2013; Budha 2012; Man & Piepalius 
2013). The implication is that hard-sell approaches and creativity are mutually exclusive. 
However, this impression in complete contrast to research conducted by Seno (2000), Lin 
(2001), and later Okazaki, Mueller and Taylor (2010) which demonstrates, through content 
analysis, that Chinese advertising is much more soft-sell in its approach than advertising 
for the US market. These contradictory findings lend themselves to further investigation, 
which is beyond the scope of this thesis. However, it does help to clarify the point that the 
type of approach taken to advertising appeals – whether hard-sell or soft-sell, factual or 
emotional – has little to do with the level of creativity employed. A facts-based, hard-sell 
ad can still be considered creative by definition providing it exhibits both divergence and 
relevance. Conversely, it is possible for a highly emotional soft-sell ad to be low in 
creativity if it lacks either divergence or relevance. The essence of the argument remains 
unchanged – that creativity has been shown to enhance the effectiveness of advertising 
communication – yet Chinese clients are reported, for the large part, to be averse to 
advertising creativity. 
5.4.2 Client attitudes towards creativity 
The evident tension between advertising practitioners and their clients around the issue  
of creativity is one of the strongest themes to emerge from the interviews and subsequent 
analysis. While the practitioners share a strong sense of the role and value of advertising 
creativity in developing effective and powerful communication (MD1_2010; CD5; AP1), 
the perception is that clients consider the same creativity to be extravagant – even 
wasteful. In the words of an agency manager, ‘The business idea is still more of the  
driver than a creative idea so I think that’s probably the main difference in understanding 
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of creativity in this part of the world. Creativity on the business side is more highly  
valued than on the ‘art’ side. In China they want to push the science side of creativity’ 
(MD1_2012) while another practitioner states, ‘Clients… don’t accept new ideas. They 
don’t want to take risks because so many Chinese clients just think that advertising is 
equal to sales promotion. They don’t understand creative ideas, know how to judge them 
or appreciate them. You can’t judge effectiveness of ads by sales figures alone’ (AP3). 
Many of the respondents shared their frustration at not being able to convince their  
clients that creativity ‘makes their communication work harder’ (CD5), goes beyond  
mere execution’ (AP1), is ‘good for business’ and therefore worth investing in (AP1). 
‘Demonstrating that good creative sells is the key… we need to be able to put a business 
case for creativity – then clients might buy into it. Until then, there’s no commitment  
from clients and therefore no incentive to strive to be creative. If Chinese clients could 
catch onto the idea that creativity actually helps effectiveness (and increases profits)  
then they would probably be very keen to invest in it’ (MD1_2010). 
5.4.3 Client attitudes towards lower tier consumers 
A significant feature of the Chinese environment is the central government’s planned 
prioritisation of infrastructure and urban development throughout the nation (Starmass 
2011), as discussed in Chapters Two and Three. While the first tier cities - and many  
of the second - are globally competitive in terms of economic and infrastructure 
development, also in consumer attitudes and lifestyle (McKinsey 2012), tier three and  
four cites are significantly less so - retaining more traditional cultural values and lifestyle 
(Sinclair 2008; Lui et al. 2011). At the far end of the globalisation spectrum, the more rural 
tier five and six towns and cities remain significantly underdeveloped with vastly different 
consumer cultures, values and demographics to the rest of China (Sinha & Su 2008; WPP 
2009). Yet, these cites are garnering increasing interest from marketers due to continuing 
economic growth and the fact that they represent such a large proportion of China’s urban 
population. As Synovate’s (2011) report states, ‘There are 494 tier 5 cities, representing 
56% of mainland China’s urban population. As these cities continue to develop, the 
opportunities for marketers are tremendous’ (p. 3). 
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However, while the respondents unanimously reported that their agencies are pushing  
to gain ever deeper and richer insights into Chinese consumers, especially those in lower 
tier cities, another area of deep tension between agencies and their clients is revealed. 
Practitioners repeatedly describe their clients as viewing their lower tier consumers with 
contempt – unwilling or incapable of comprehending the subtleties of creative messages – 
even going so far as to describe their more regional audiences as, ‘stupid country folk  
who won’t understand creativity’ (AP5).  
Indeed, the Chinese-born practitioners themselves reiterate these observations, stating  
that an ability to comprehend and appreciate creativity depends on cultural, educational 
and environmental factors and that ‘making breakthroughs and being creative’ does not 
come easily to Chinese people (MD2). One planner from mainland China stated that ‘the 
way that Chinese consumers respond to advertising between tier one and tier four is totally 
different. From my understanding, advertising is a part of culture so how you respond to  
it will differ with your education level. In a tier one city, creative advertising can help 
brands to refresh and reposition themselves. But in a low tier city, maybe they can’t 
understand what the advertising is talking about’ (AP3). 
5.4.4 Finding a Chinese advertising voice 
Practitioner responses around this final theme of the future of Chinese advertising 
creativity are somewhat divided. Whilst all agree that Chinese advertising creativity –  
that is to say, a distinctive Chinese ‘voice’ in the world of advertising creativity –  
will eventually emerge in its own right, how long and what form that will take are  
open to speculation.  
Some interviewees were quite cynical, suggesting that it will take a fundamental cultural, 
political and educational shift before a Chinese creative voice can be developed and  
heard in the world: ‘When you ask the question of whether there are examples of Chinese 
creative work that are unique to China, there aren’t any…When you go to Thailand, for 
example, you find a lot of uniquely Thai creativity. Indian ad creativity also has a very 
distinct look… I haven’t seen this phenomenon in China yet – I’m still waiting for it  
to happen... If you ask people they say it’s because Chinese creative talent is not yet 
developed but I’m not sure that it’s going to happen any time soon’ (AP8). 
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Other respondents are more cautiously optimistic, expressing the view that it will take  
the success of a few brave, entrepreneurial ventures before Chinese clients recognise the 
value of advertising creativity and embrace it as an accepted business tool (AP5; AP9; 
AP2_2012). Some practitioners were reporting signs of positive change – albeit small –  
in the way their clients are listening to their agencies and seeking to understand and apply 
‘global best practice’ (AP8). Still others feel that it is just a matter of time and inevitable 
market forces – including increased competition – that will drive an acceptance of, and 
need for, advertising creativity. ‘As the market becomes more mature and people become 
more skilled at what they are doing and clients and industry can draw on successful cases 
from the past, that will liberate creativity. Also as the market becomes more competitive, 
the need for creativity will increase – and that will really affect the emergence of the  
voice we have talked about’ (AP9). 
However, the sense of optimism for the future of the Chinese advertising creativity 
emerges most strongly around the idea that advertising creativity needs to resonate  
with the consumers it is directed to. One account planner says, ‘Creativity that touches  
a chord and is based on real life stuff will work’ (AP1). This is in line with much of the 
literature that suggests that the most effective creativity is that which has relevance – brand 
to consumer, advertising to consumer and advertising to brand (El-Murad & West 2004; 
Yang & Smith 2009; Ang et al. 2014) – such that the advertisement engages the audience 
and creates a rapport with them (Branthwaite 2006).  
The majority of practitioners interviewed believe with the application of real insights  
and understanding of Chinese consumers, a distinctly Chinese creative voice that  
resonates with people’s lives and emotions will ultimately break through (AP8).  
A Chinese-born practitioner observes, ‘We love advertising that is full of emotion…  
that touches our Chinese heart’ (AP3); a view that is echoed by another account planner 
who says, ‘I definitely think that creativity is something that can help you reach and  
touch anyone – no matter where they are in the world. It’s just a matter of having the  
right application of creativity’ (AP9). Again, this aligns directly with the literature –  
as Sasser and Koslow (2008) state, ‘Relevance and resonance are critical to making  
such a connection and drawing the target into a meaningful dialog. This requires a  
much deeper understanding of the audience on a personal intimate level’ (p. 15). 
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5.5 DISCUSSION AND IMPLICATIONS 
In light of practitioner responses to questions regarding the value, role and future of 
advertising creativity in China (summarised in Table 5.1), it is clear that many complex – 
even seemingly competing - forces are at work. The agencies, their clients and the 
universities who provide and educate the next generation of Chinese ad practitioners,  
as well the rapidly changing cultural and economic environment, each play a critical  
role in shaping the Chinese advertising industry in general, and Chinese ad creativity  
in particular. 
Whilst tensions between agencies and clients are not new, and certainly not unique to  
a Chinese context (eg. Oliver & Ashley 2012; Nyilasy, Kreshel & Reid 2012; Sasser, 
Koslow & Kilgour 2013), the depth of feeling and underlying causes undoubtedly are.  
The following section explores some of the distinct characteristics of the Chinese 
economic, social, cultural and political landscape that impact on the way advertising 
creativity is utilised in China; these same characteristics also underpin and contribute  
to the tensions expressed by the practitioners. This section also provides an investigation 
of ways in which these tensions may be resolved – or even harnessed – in the ongoing 
development of an effective and mature Chinese advertising industry. 
5.5.1 Changing economic environment 
The change that is taking place in the Chinese marketplace provides the first major 
impetus for the application of creativity in advertising. The economy is slowing, 
modernising and becoming more Westernised, with an increasing focus on consumers  
and services (Anonymous 2013; Pascoe 2013). Competition is becoming greater (Tse 
2010) and consumers themselves are becoming more savvy and cynical towards 
advertising messages (Wu, La Ferle & Lee 2000; Sinha & Chak 2009; Prendergast, 
Cheung & West 2010). For example, Chinese consumers are exposed to approximately 
twice as many advertising messages per capita per day than consumers in the Western 
world (Broadbent 2013). It is increasingly challenging for messages to stand out, be 
noticed and – more importantly – processed by consumers. Where once, in the words of 
one of the practitioner respondents, ‘you could put any rubbish on TV and your product 
would sell’ (AP5), it is much harder now to generate a response to advertising.  
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5.5.2 Changing cultural, political and social environment 
Other change that potentially impacts on the future of advertising creativity is slowly  
but steadily occurring in the cultural, political and social environment. The Chinese 
government has a stated commitment to developing innovation and creativity (Wang  
2007) – with the goal of transforming ‘Made in China’ into ‘Created in China’ (Keane 
2007; Wang 2007; Gang 2011). Government initiatives have led to the development of 
creative industry precincts – for example, Moganshan Lu and The Factory in Shanghai  
and 798 in Beijing. Although somewhat contrived – and some of these sites half empty  
of either patrons or participants – this commitment to creative industries is a sign of 
significant change, albeit slow, in China. It would seem to be part of a paradigm shift 
towards the idea that creativity is worthy and valuable, even prestigious and profitable.  
As PT Black, a senior Creative Director operating in China, says:  
China right now is obsessed with the topic of creativity… (but) it’s important to remember 
that we’re talking about creative industries and that, in China, the industry comes before 
the creative…. we’re not talking about pure self-expression or unadulterated exploration, 
we’re talking about jobs in industries that make money and work with commerce. So  
when we talk about the creative industry in China, we have to look not just at the creative 
side but also at the industry side… Great creative work comes from a successful  
balance between creativity and industry. In China, that balance is not yet stable 
(Thoughtful Media 2011).  
This apparent paradox is also highlighted by academic researchers such as  
Keane (2007, 2013) and Zhou et al. (2013) who agree that, while the Chinese  
government demonstrates a commitment to fostering creativity, it is still innovation  
and entrepreneurship (understood from a scientific or economic perspective) that  
receive more attention and acknowledgement than other forms of Chinese creativity. 
5.5.3 China’s tiered cities  
There is increasing debate in China over the use of city tiers as a meaningful method  
of market segmentation. According to a recent episode of Thoughtful China, ‘advertisers 
usually divide China into five or six tiers, starting with sophisticated tier-one markets - 
Beijing, Shanghai, and Guangzhou - and moving down to rural villages’ (Thoughtful 
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Media 2013). However, as Schlick (2012) points out, this reliance on city tiers to 
determine market characteristics runs the risk of being overly simplistic and thus glosses 
over the diversity and complexity of the massive China market. In addition, there is no 
commonly agreed definition of China’s city tiers. While most companies use population 
size, income level and to some degree, infrastructure, as a means to classify tiers, this can 
be frustratingly inaccurate in terms of gaining any real insights into the population. For 
example, Harbin and Hangzhou are both classed as tier two cities, yet Harbin in the north 
is heavily influenced by Russian and Mongolian culture, with low income and living 
standards, while the people of Hangzhou - close to Shanghai and home to one of the 
world's largest Louis Vuitton stores – generally have high incomes and living standards 
(Schlick 2012). 
However flawed this method of segmentation is, when combined with good market 
intelligence, city tiers may still provide a useful starting point for the development  
of marketing strategy and may be used as a shorthand – though not a substitute - for 
describing cultural and regional differences within China (Pawle et al. 2008; Sapient 
Nitro 2010). Caterina Camerata, the Director of Human Experience Strategy, Starcom 
MediaVest Group describes the situation in the following terms: ‘advertisers in China  
are still tier focused but it’s because they need to be efficient… it’s a strategy for them  
to penetrate the market and it does work’ (Thoughtful Media 2013). 
Considering this pragmatic approach to identifying and classifying consumer  
groups, the frustration expressed by agencies with regard to client attitudes towards 
consumers in lower tier cities comes as something of a shock. The disdainful and 
dismissive attitudes clients reportedly display towards consumers living outside the  
tier one and two cities is a recurring theme of the interviews. Many advertising clients 
apparently view consumers situated in more rural areas as ignorant, uneducated and 
therefore incapable of comprehending anything other than the most basic communication. 
Putting aside the interesting and complex social and cultural factors that are obviously at 
play, this also raises the question of whether or not city tiers - and the cultural differences 
they represent - have any bearing on consumer responses to advertising creativity.  
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5.5.4 Client-agency relationships 
Whilst tensions between agencies and their clients are nothing new, and have often been 
reported in Western literature (eg. Nyilasy, Kreshel & Reid 2012; Wang et al. 2013), the 
depth and source of frustration expressed by the practitioner interviewees towards their 
China-based clients is still somewhat surprising.  
Sasser, Koslow and Kilgour (2013) report that that marketers, when faced with risk,  
will often reject highly creative work - in spite of spite of publicly proclaiming their desire 
for ‘superlative creative work from their advertising agencies’ (p. 20). West, Kover and 
Caruana (2008) describe the gap between client and consumer perceptions of creativity  
but conclude by describing (Western) advertising clients as ‘clamoring for more creative 
advertising’ (p. 43). Both papers reveal that, despite opting for less creative and risky  
work at times, Western clients nonetheless recognise the value of creative advertising.  
In contrast, the interview findings point to client perceptions of advertising creativity  
as purely artistic or executional rather than functional; as wasteful and extravagant and 
having no real economic value. As one practitioner said: ‘Chinese clients still don’t 
appreciate the role and value of advertising creativity… No offence intended, but  
a Chinese marketing director just wouldn’t have the ability to (champion creative work)… 
they wouldn’t have the appreciation of the creativity… nor the ability or clout to sell it’ 
(MD1_2012). Clients are further described by interviewees as being risk averse, 
conservative, only interested in the bottom line and short-term profits, and naïve. 
As early as 1994, Liang and Jacobs observed the same tensions in client-agency  
relations in China, concluding that,  
Many advertisers do not appreciate the value of good advertising. They cannot  
imagine that a superior advertising idea will have greater economic value than a  
second rate concept. In China, there are few examples of the success of superior  
ideas. Most campaigns lack both good ideas and an evaluation process to measure 
effectiveness (p. 4-5).  
Prendergast, West and Shi (2006) attribute problems in client-agency relations in China to 
cultural factors such as respect for age and status, which may render marketing managers 
powerless – or at best - highly risk averse. They also suggest that a lack of marketing 
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experience, both collective and individual, is a major contributor to misunderstanding 
between clients and agencies. Hung, Tse & Cheng (2012) likewise point to the disparity  
in advertising knowledge between the multinational agencies and their local Chinese 
clients as a source of problems in Chinese client-agency relationships. 
In part, the solution is seen in learning and adaptation on both sides (Hung, Tse & Cheng 
2012), but there is also a call for more cooperation and collaboration – between agencies 
and their clients (Liang & Jacobs 1994; Wang et al. 2013), between agencies themselves 
(for example, the development of industry bodies and associations within China), and 
between agencies and universities (Li 2011). Additionally, it is clear from practitioner 
responses that the days of short-term opportunism in the Chinese marketplace are long 
gone (Pawle et al. 2008; Cai & Wen 2012) and that unless multinational agencies are 
prepared to invest long-term in the education and professional development of both their 
staff and clients – and the future of the Chinese advertising industry itself – they  
will have no place in it. 
In fact, there are encouraging signs of change beginning to emerge in Chinese advertising 
practice. There are increasingly numbers of anecdotes about ‘brave’ Chinese clients who 
are prepared take risks and try new things following the advice of their agencies. A Beijing 
creative director (CD3_2010) told the story of a Chinese fruit juice manufacturer who 
trialed the use of an interactive online game to advertise his product – so successfully  
that his own daughter couldn’t be enticed to dinner one evening because she was playing  
it. A planner (AP2_2010), also working in Beijing, gave the example of an automotive 
client who responded to a friend’s criticism of his company’s advertising campaign by 
commenting that at least he (the friend) had noticed it. These examples represent a major 
shift in thinking, from the client’s fear of ‘losing face’ to an acknowledgement that in the 
latter case, attention – even if it was negative – was the objective of the campaign. 
5.5.5 Need for innovation in consumer research 
Given the rapidly changing nature of the Chinese advertising environment (Wu, La Ferle 
& Lee 2000; Wang 2008; Nielsen 2010) it would seem that best-practice market research 
is an imperative for all who would communicate with Chinese consumers (Craig &  
Qiang 2010). As one planner stated, ‘We need strong and deep consumer insights about 
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Chinese people. Clients need to understand their Chinese consumers better and have  
better strategies to reach them (AP3), while another said, ‘If you start talking to people  
and find different ways to uncover what’s really motivating them, and then (seek) to 
understand the dynamic between public expression and private requirements, that’s  
when you can get interesting things’ (AP4). Indeed, many of the practitioners  
interviewed point to market research endeavours and organisations that are producing 
surprising, creative and insightful research data. For example, the Boomtown Stories 
research project commissioned by Weiden + Kennedy (Summers 2010); Ogilvy & 
Mather’s Raw (Sinha & Mayo 2012) – a research project and book dedicated to  
exploring and exposing the inherent creativity of Chinese consumers; BrainJuicer 
(www.brainjuicer.com), a research organisation producing innovative research around 
Chinese consumers and China Normal (see www.chinanormal.com), which presents 
consumer research into lower tier Chinese youth. There is strong evidence of a growing 
commitment on the part of agencies to research and gain insights into the Chinese 
consumer, particularly amongst those in the lower tier cities. This trend towards better 
quality market research is yielding rich insights and evidence of a strong drive amongst 
Chinese people to stand out whilst fitting in (Griffiths 2013) - that is, a desire to express 
individual personalities and creativity in the midst of a culture that is perceived by  
many to be rigid, collective and conservative (Broadbent 2011; Griffiths 2013). In fact, 
according to some researchers, it is feasible that China – driven by the sheer pace and  
scale of demographic shift – may eventually lead the world as far as the degree of 
creativity and innovation applied to consumer research (eg. Gordon, Gu & Llewellyn 
2012; Precourt 2013).  
5.5.5.1 Intra-cultural research agenda 
With many practitioners reporting their clients’ attitudes towards consumers living outside 
the tier one and two cities as largely disdainful and dismissive, this raises the question of 
whether or not city tiers – and the cultural differences they represent (Pawle et al. 2008; 
Sapient Nitro 2010) – have any bearing on consumer responses to advertising creativity.  
5.6 SUMMARY OF CHAPTER 
This chapter presented the findings of the qualitative, practice-focused phase of the 
research. From the analysis and discussion of these findings, several important issues  
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arise which, in turn, form the basis of the quantitative research phase that follows. In  
Phase Two, the focus shifts from a practitioner to a consumer perspective; the impetus  
for which is derived from the results of the practitioner interviews and subsequent  
analysis. In particular, an investigation of the consumer differences (or similarities) 
between Chinese city tiers – cultural, social, demographic and psychographic – as well  
as an examination of the effect of Chinese culture and environment on consumer creativity 
(Hirschman 1980; Burroughs & Mick 2004) and consumer processing of creative ideas 
(Paletz & Peng 2008; Leung & Chiu 2010). Apart from contributing to the body of 
knowledge about this most important of emerging markets, such findings would also 
enable Chinese advertisers to determine the most effective modes of communication for 
each segment of the population (Tsui 2007). 
Many themes were developed and explored from these practitioner interviews, but one  
of the most noteworthy was the apparent contempt with which Chinese advertisers view 
their lower tier consumers. It is this issue of possible difference between tiers, which 
provides the focus for the quantitative research that follows. The question of whether or 
not Chinese consumers in higher tier cities are fundamentally divergent from those in 
lower tiers is an important one, raising as it does the possibility that consumers from 
different tiers will respond very differently to advertising creativity.  
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CHAPTER SIX – QUANTITATIVE RESEARCH RESULTS AND DISCUSSION 
 
6.1 INTRODUCTION TO THE CHAPTER 
The previous chapter presented the results of interviews with advertising practitioners 
operating in China. One of the most substantial themes to emerge from this qualitative 
phase was the potential for differing consumer responses to creative advertising between 
high and low city tiers in China. The quantitative research reported and discussed in this 
chapter is based upon this theme and subsequently provides an investigation of advertising 
creativity from a Chinese consumer perspective. 
Having responded to the first research question regarding the state of advertising creativity  
in China from an industry perspective (reported and discussed in the previous chapter),  
the quantitative research phase examines the remaining research questions and associated 
hypotheses that were proposed in Chapter Three. These are summarised in Table 6.1. 
Table 6.1 Quantitative research questions and associated hypotheses  
 RQ2: To what degree does advertising creativity influence consumer processing, 
specifically cognitive (inducing a desire to postpone closure) and affective (positive 
emotional response) processing in Chinese consumers?  
H1 Perceived ad creativity is positively related to desire to postpone closure 
H2 Desire to postpone closure is positively related to the consumer’s intention to view the 
advertisement again 
H3 Desire to postpone closure is positively related to favourable purchase intentions 
H4 Perceived advertising creativity is positively related to affective processing 
H5 Positive affect is directly related to positive advertisement viewing intentions 
H6 Positive affect is positively related to purchase intentions 
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RQ3: To what degree does culture, especially the influence of uncertainty avoidance, 
moderate the relationship between advertising creativity, cognitive and affective 
processing, and subsequent consumer behaviour? 
H7 Uncertainty avoidance will have a negative moderating effect on the impact of creative 
advertising on cognitive processing and desire to postpone closure 
H8 Uncertainty avoidance will have a negative moderating effect on the impact of creative 
advertising on affective processing 
RQ4: To what degree do individual personality traits, specifically creativity, moderate 
the relationship between advertising creativity, cognitive and affective processing, and 
subsequent consumer behaviour? 
H9 Individual creativity will have a positive moderating effect on the impact of 
advertising creativity on cognitive processing 
H10 Individual creativity will have a positive moderating effect on the impact of 
advertising creativity on affective processing 
RQ5: Are consumers from higher tier Chinese cities more or less likely to respond 
positively to creative advertising messages than consumers from lower tier cities? 
H11a Consumers from tier 1-2 cities in China will demonstrate higher levels of individual 
creativity than consumers from tier 5-6 
H11b Consumers from tier 1-2 cities will demonstrate lower levels of uncertainty 
avoidance than consumers from tier 5-6 
H12 Consumers from high tier cities in China will respond more favourably to advertising 
creativity than those from low tier cities 
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6.2 PRETEST RESULTS AND MEASUREMENT SCALE DEVELOPMENT 
Two pretests were conducted to inform the development of the main study (to be 
conducted online in China). The following section summarises the pretest findings  
and their contribution to the main study. 
6.2.1 Pretest 1 – Determining sample advertisements 
The first pretest involved showing a pool of existing television advertisements (matched 
on key variables such as duration, product category and accessibility) to Chinese-speaking 
students and analysing their responses to determine which advertisements were more or 
less creative than others. From these results, four advertisements were identified from two 
product categories – a high/low creative chewing gum ad pair and a high/low creative 
washing machine pair. 
6.2.1.1 Creativity measures 
The level of creativity for each of the sample advertisements was determined in Pretest 1 
by means of the scale developed by Smith et al. (2007). Five dimensions of divergence 
(originality, flexibility, synthesis, elaboration and artistic value) and two dimensions of 
relevance (ad-to-consumer and brand-to-consumer) were used to classify advertisements  
as high or low creative. High creative advertisements were determined to be those with 
high scores for both divergence and relevance measures; low creative advertisements 
scored low for both divergence and relevance.  
Results of Pretest 1, summarised in Appendix G, show that chewing gum Ad A and 
washing machine Ad A were higher on all divergence scores - originality, flexibility, 
synthesis, elaboration, artistic value and overall creativity - than their Ad B counterparts. 
Chewing gum Ad A was also higher on both relevance measures than chewing gum Ad B.  
Washing machine Ad B was higher than washing machine Ad A on both relevance 
measures but the results of a two-tailed t-test showed that the difference between the  
two washing machine ads on ad-to-consumer relevance was insignificant (p > 0.05). 
Brand-to-consumer relevance showed significant difference (p < 0.5) but this difference 
could be accounted for by the fact that the university student respondents were not yet  
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‘in the market’ for a washing machine  - unlike many of the Chinese consumers who  
were targeted to participate in the final studies.  
Conversely, results of Pretest 1 for the alcohol advertisement pair (shown in Appendix  
G) were less definitive. Alcohol Ad A was significantly higher on divergence measures  
of originality, flexibility and synthesis than alcohol Ad B. Alcohol Ad A was also higher  
than Ad B for elaboration and artistic value measures – though the differences were not 
significant. Likewise, alcohol Ad A ranked higher than Ad B for overall creativity (p < 
0.5) – although the p-value reflecting the difference between the chewing gum ad and 
washing machine ad pairs for overall creativity was significant at <0.001 – indicating a 
stronger degree of differentiation between the two advertisements in each category. 
However, alcohol Ad A was shown to be significantly less relevant than Ad B on both 
relevance measures.  
6.2.1.2 Covariate measures 
In keeping with the process established by Yang and Smith (2009), it was desirable  
for selected pairs of advertisements to demonstrate covariate equivalence on production 
quality, brand familiarity and product involvement measures. Results for these tests are 
shown in Appendix H. 
A two-tailed test of significance revealed differences in brand familiarity between the 
chewing gum and washing machine ad pairs was insignificant, while the difference 
between the two alcohol advertisements was found to be significant (p < 0.001).  
Each of the ad pairs (chewing gum, washing machine and alcohol) showed significant 
differences in production values. This was accounted for by the fact that the videos were 
downloaded from the internet and therefore of varying and somewhat unpredictable quality. 
The market research firm subsequently worked to improve the video quality before 
uploading the selected advertisements to the final study. 
Thus, it was determined that on all relevant measures (independent and covariate), 
chewing gum Ad A was clearly more creative than chewing gum Ad B whilst 
demonstrating covariate equivalence for two of the three measures. Likewise, washing 
machine Ad A was judged more creative than washing machine Ad B whilst both ads 
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showed equivalence on two out of three covariate measures. For the reasons described 
above, these were determined to be acceptable levels of equivalence. However, based on 
the results of Pretest 1, neither of the alcohol advertisements could be considered to be 
more creative than the other.  
Consequently, the chewing gum and washing machine pairs were selected as the  
sample advertisements to be used in the final studies, while the alcohol commercials  
were eliminated. 
6.2.1.3 Product category and involvement 
Having established which product categories to include in the main study, it was also 
possible to determine the level of product involvement for each. That is, the perceived 
relevance of a product class to a consumer, based on the consumer’s needs, interests and 
values (Warrington & Shim 2000). A two-tailed test of significance was run to confirm 
whether or not the product categories could indeed be classed as high or low involvement, 
with outcomes shown in Appendix I. 
Results showed that the involvement means for both washing machine advertisements  
(A and B) were higher than those for both chewing gum advertisements (A and B).  
While the result of the Ad B comparison was not significant, the overall results justify  
the classification of chewing gum as a low involvement product and washing machines  
as high involvement for the purpose of this study.  
6.2.2 Pretest 2 – Measurement scale reliability 
The second pretest, conducted with another group of Chinese-speaking students, 
confirmed the selected advertisements were representative of high and low levels  
of creativity whilst being equal on covariate measures such as brand familiarity and 
production values. It also confirmed the reliability of aggregated scales adopted for 
independent variables - divergence and relevance (see Yang & Smith 2009) - as  
well as reliability of measures used for response variables (purchase and viewing 
intentions), processing variables (desire to postpone closure and positive affect) and  
other psychometric variables (need for cognition, uncertainty avoidance, individual 
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creativity, consumer innovativeness, emotional impact, brand/product familiarity), to  
be used in the main study. 
Reliability testing, using SPSS (version 21), was performed on each of the constructs in 
Pretest 2 to determine internal consistency of the scales. Most of the constructs showed 
Cronbach’s alpha values of equal to or higher than the acceptable lower limit of 0.70. 
Where the Cronbach’s alpha was less than 0.70, scale item/s were removed to increase the 
value to meet the required minimum. Thus, two items of the purchase intention scale, one 
item of divergence and five items (out of 12) of consumer innovativeness, were removed. 
A summary of the reliability results for Pretest 2, showing key constructs and associated 
scale items, is presented in Appendix I.  
On the advice of participants in the pretests and the marketing research firm, as well as 
results of the reliability tests reported here, some sentence structure and language was 
further modified for the final questionnaire. 
6.3 DEMOGRAPHIC CHARACTERISTICS OF SURVEYED RESPONDENTS 
The main survey, conducted online in China, included demographic questions such as 
which city participants live in, their age, educational level, number of people living in the 
household and household monthly income. Demographic characteristics of participants  
are summarised in Table 6.2. 
Table 6.2 Participant demographics 
Demographics Tier 1/2  (n=200) Tier 5/6  (n=199) 
 
  Frequency Percentage Frequency Percentage 
Gender Male 92 46 102 51.3 
 
Female 108 54 97 48.7 
  Age 18-19 years 0 0 4 2 
 
20-29 years 55 27.5 69 34.7 
 
30-39 years 72 36 79 39.7 
 
40-49 years 44 22 38 19.1 
 
50-59 years 18 9 7 3.5 
 
60+ years 11 5 2 1 
     
Marital  Single 40 20 42 21.1 
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status Married 155 77.5 156 78.4 
 
Divorced 5 2.5 1 0.5 
 
Widowed 0 0 0 0 
   Education  Primary school  0 0 1 0.5 
level Junior middle school 0 0 0 0 
 
Senior middle school 12 6 21 10.6 
 
Diploma 45 22.5 48 24.1 
 
University undergrad 125 62.5 109 54.8 
 
University postgrad 18 9 20 10.1 
   Total no. 1 person 31 15.5 26 12.5 
people in 2 people 109 54.5 86 43.2 
household 3 people 26 13 13 15.6 
 4 people 24 12 32 16.1 
 5 or more people 10 5 25 12.5 
      
Household  Less than 2000 RMB 0 0 4 2 
income 2000-2999 RMB 0 0 8 4 
(per  3000-3999 RMB 5 2.5 10 5 
month) 4000-4999 RMB 6 3 13 6.5 
 
5000-5999 RMB 8 4 14 7 
 
6000-6999 RMB 9 4.5 12 6 
 
7000-7999 RMB 11 5.5 15 7.5 
 
8000-8999 RMB 20 10 26 13.1 
 
9000-9999 RMB 30 15 29 14.6 
 10000+ RMB  111 55.5 68 34.2 
 
In total, 399 questionnaires were completed across two Chinese city tier groupings  
(tiers one and two, and tiers five and six). There were no incomplete surveys as the online 
questionnaire was designed in such a way as to ensure that all items were attempted before 
submission. The total sample of respondents was comprised of 205 females (51.4%) and 
194 males (48.6%). The largest group of respondents was aged between 30-39 years (38%) 
although the ages of the sample ranged from 18 to 60 and above. In terms of education, 
54.8% of the tier five and six respondents, compared with 62.5% in tier one and two, had 
an undergraduate degree. Of the tier five and six participants, 11.1% were qualified at 
secondary level or lower, compared with 6% in tier one and two. While 9% of the tier one 
and two respondents had a postgraduate degree, 10.1% from tier five and six had one.  
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The majority of the sample (45%), across both tier groupings, reported earning over 
RMB10,000 per month (combined household income). However, the combined incomes  
of the more rural tier five and six households were significantly lower than those of the 
urban tier one and two households. The figures demonstrate a bias towards highly 
educated and middle to high-income respondents, which is largely a consequence of 
conducting online surveys that are not accessible to the whole population (Cobanoglu, 
Warde & Moreo 2001).  
Several factors need to be borne in mind when considering the demographic profile of 
participants. Firstly, the income reported is household, rather than individual, income. 
Households in tier five and six tend to be larger (for example, 44.2% of respondents in tier 
five and six reported three or more members in the household as compared with 20% in 
tier one and two), therefore the average income per person is somewhat lower in tier five 
and six. With regard to education levels, compulsory schooling (to middle secondary level) 
and government initiatives to expand tertiary education (Wei, Tsang & Chen 1999; 
Heckman & Yi 2012) - as well as the traditional value placed on education and a highly 
competitive job market - have contributed to an increasingly well-educated population 
right across China (Heckman & Yi 2012). While the demographic characteristics of this 
sample cannot be considered representative of the entire Chinese population, they would 
appear to be symptomatic of a (much publicised) rising middle class. This middle class is 
reportedly growing across all sectors of the Chinese population (Tse 2010; Yaprak 2012) - 
although the rate of change in the lower tiers is even more pronounced than in the higher 
tiers (Garton & Liu 2012). The lower tier regions of China are thus attracting an increasing 
level of attention from marketers, both local and international (Yaprak 2012; Garton & Liu 
2012), which makes this research all the more pertinent.  
6.4 DATA SCREENING AND STATISTICAL ANALYSIS 
Before any analysis of the data could commence, it was necessary to confirm that 
underlying statistical assumptions were met and that the data could be analysed through 
normal – rather than non-normal - processes. It was also necessary to confirm that the 
independent variables, divergence and relevance, had been successfully manipulated in  
the experiment. 
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6.4.1 Manipulation checks 
Two different manipulation checks were performed on the data collected in the main  
study, to confirm successful manipulation of the independent variables (divergence and 
relevance). Firstly, an additional item was included at the end of the questionnaire, where 
participants were asked to identify which of the ads they had viewed was more creative. 
The high creative advertisements for chewing gum and washing machines received the 
highest number of responses (112 and 110 respectively), compared with low creative 
chewing gum (92) and washing ads (85). In all, 55.7% of respondents perceived the high 
creative ads to be more creative than the low creative ads (44.3%), indicating successful 
manipulation of advertising creativity. 
Secondly, although the pretests demonstrated that high creative advertisements were 
higher in both divergence and relevance than the low creative ads, additional checks  
were performed to ensure that this was also the case in the main study. A paired samples  
t-test was conducted in SPSS to evaluate the difference in mean scores between the pairs 
of advertisements. The ads designated as high creative (chewing gum Ad A and washing 
machine Ad A) were compared with the low creative ads (chewing gum Ad B and washing 
machine Ad B). Results are presented in Table 6.3. 
Table 6.3 Results of manipulation checks – main study 
Construct  Ad creativity 
level 
Mean (SD) t-value Result 
 
Divergence 
 
High  
Low 
5.92 (1.063) 
5.44 (1.334) 
7.625*** High > Low 
 
Relevance 
 
High  
Low 
 
5.40 (1.063) 
5.55 (1.334) 
 
-2.793** 
 
High < Low 
Divergence x 
Relevance 
High  
Low 
33.01 (11.79) 
31.49 (12.36) 
3.047* High > Low 
Familiarity High  
Low 
5.41 (1.233) 
5.42 (1.262) 
-0.238(ns) High = Low 
Production values High  
Low 
5.84 (1.12) 
5.97 (1.01) 
-2.585* High < Low 
*p<0.05, **p<0.01, *** p<0.001  
ns = not significant: p values higher than 0.05 
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Results confirmed that participants in the main study perceived the high creative ads to be 
significantly more divergent than the low creative advertisements. However, high creative 
commercials were shown to be significantly less relevant than the low creative ones. In 
light of this, a further check was run to compare overall ad creativity between high and  
low creativity groups, using the interaction variable (divergence x relevance) (see section 
4.9.3.1 for details on how this was formed). Results showed that high creative ads had 
significantly higher levels of ad creativity overall than the low creative advertisements.  
Further checks were undertaken to confirm that brand familiarity and production values 
were not impacting on perceived advertising creativity. Results showed no statistical 
significance between high and low creative groups for brand and product familiarity. 
However, significant difference was found between high and low creative ad groups  
for production values, where the high creative advertisements were perceived to have 
lower production quality than the low creative commercials. This difference in perceived 
production values occurred despite steps being taken to remedy video quality before the 
main study was undertaken. This raises the possibility that production values may in fact 
moderate the effect of advertising creativity on dependent variables. Thus, the potential 
moderating effect of production quality was tested, with results reported and implications 
discussed in section 6.5 of this chapter. 
6.4.2 Outliers 
6.4.2.1 Univariate outliers 
Most variables in this study were measured on ordinal scales with seven intervals; thus no 
extreme values (lower than 1 or higher than 7) were found in the data set for any of these 
variables. Demographic variables such as age and education level were checked and results 
reported in the previous section. Likewise, no outliers or extreme values were found to be 
present in the univariate testing phase. 
6.4.2.2 Multivariate outliers 
Regression analysis was run using SPSS, with casewise diagnostics used to identify  
outlier cases with standardised residual values above 3.3 or less than -3.0. While several 
cases fell outside the accepted range, the Cook’s Distance value in the residuals statistics 
table (reported in Appendix Q) was below 1.00 in each case, which suggests that there  
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was no undue influence on the regression results. Therefore all cases were left in the  
data set. 
6.4.3 Normality  
A test of normality was performed using SPSS to examine all variables for skewness and 
kurtosis distributions. The results (shown in Table 6.12) indicate that there is no significant 
deviation for either skewness or kurtosis values: scores are within the acceptable range  
+ 2.00 for skewness and + 3.00 for kurtosis (Schumacker & Lomax 2004). Thus, the data 
is assumed to have a mostly normal distribution. 
6.4.4 Linearity 
An examination of bivariate scatterplots between the main variables in the model revealed 
that assumptions of linearity were met. Scatterplots for key variables are shown in 
Appendix O. 
6.4.5 Homoscedasticity 
The Levene test was used to provide a statistical examination of homoscedasticity  
on a univariate basis. None of the Levene statistic values were significant, indicating 
homoscedasticity of all variables. Appendix P shows results of homoscedasticity testing. 
6.4.6 Independence of errors 
The assumption of independence of error was assessed by means of the Durbin-Watson 
statistic. Residual values for each of the relationships between key variables were within 
the range of 1.80 to 2.20, indicating an absence of correlation between errors. Results of 
the Durbin-Watson test are presented in Appendix Q. 
6.4.7 Multicollinearity 
The possible presence of multicollinearity, as described in section 4.8.2.1, is determined 
by examining the correlation matrix for the independent values, VIF and tolerance values. 
Tests of multicollinearity were conducted using SPSS for all dependent variables against 
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all independent variable combinations, grouped according to product category. While 
some of the correlation values between major constructs in the model (presented in Table 
6.5) were quite high, all were less than the recommended maximum value of 9.0.  
Tolerance values for all reflective variables across both groups were greater than 0.10 
while corresponding VIF values were less than 10. VIF values for DPC (all items, open 
mindedness and information search), and for overall creativity (divergence x relevance) 
constructs, were all below the recommended maximum value of 3.3. This indicates that 
multicollinearity is within the acceptable range for all variables in the model. Results  
of tolerance and VIF tests are summarised in Table 6.4. 
Table 6.4 Multicollinearity assessment  
Dependent variable Independent variable Chewing gum Washing machine 
    Tolerance VIF Tolerance VIF 
Purchase intentions 
Viewing intentions 
  
  
  
  
 
Ad creativity-divergence 0.271 3.685 0.279 3.584 
Ad creativity-relevance 0.358 2.795 0.328 3.045 
Ad creativity (div x rel) 0.524 1.908 0.52 1.922 
DPC (information 
search) 0.364 2.747 0.489 2.044 
DPC (open mindedness) 0.322 3.102 0.489 2.043 
DPC (all items) 0.517 1.935 0.702 1.424 
Positive affect 0.444 2.254 0.462 2.164 
Individual creativity 0.549 1.821 0.597 1.675 
Uncertainty avoidance 0.271 3.685 0.279 3.584 
DPC (all items) 
DPC (Info search) 
DPC (Openness) 
Positive affect 
   
Ad creativity-divergence 0.275 3.633 0.284 3.526 
Ad creativity-relevance 0.371 2.695 0.337 2.970 
Ad creativity (div x rel) 0.541 1.848 0.529 1.890 
Individual creativity 0.471 2.125 0.478 2.092 
Uncertainty avoidance 0.571 1.752 0.601 1.665 
 
Data analysis was subsequently able to proceed on the basis that the data met underlying 
assumptions for multivariate analysis techniques. The manipulation of overall ad creativity, 
as an independent variable, was also shown to be successful.  
Table 6.5 presents a summary of correlations between key constructs and results of tests  
of normality. 
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Table 6.5 Correlations – all key constructs 
 Variable 1 2 3 4 5 6 7 8 9 
1  Purchase intentions 0.885a 
        
2  Viewing intentions .798** 0.920 
       
3  Ad divergence .759** .755** 0.905 
      
4  Ad relevance .802** .793** .753** 0.882 
     
5  DPC - Information search .126 .227** .240** .176* n/a 
    
6  DPC - Open mindedness -.125 -0.079 -0.013 -.059 .741** n/a 
   
7  Positive affect .806** .850** .829** .757** .229** -.056 0.900 
  
9  Individual creativity .403** .455** .383** .531** .170* -.049 .408** 0.823 
 
10 Uncertainty avoidance .296** .362** .400** .364** .259** .117 .338** .543** 0.860 
Mean 5.490 5.890 5.920 5.400 4.920 4.210 5.620 5.743 5.869 
Standard Error 0.060 0.063 0.053 0.067 0.068 0.077 0.069 0.046 0.043 
Skewness -1.008 -1.436 -1.322 -0.884 -0.655 -1.780 -1.323 -0.656 -0.656 
Kurtosis 0.838 1.991 2.024 0.440 0.457 -0.598 1.643 -0.140 0.108 
 
n = 399 
* Correlation is significant at the 0.05 level (2-tailed) ** Correlation is significant at the 0.01 level (2-tailed) 
a The bold elements in the main diagonal are the square roots of average variance extracted (AVE) 
n/a = not applicable. AVE, as a criterion for convergent and discriminant validity, is not applicable to formatively measured constructs (Petter, Straub & Rai 2007) 
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The next section considers the reliability and validity of scales and measurement models in 
preparation for hypothesis testing. 
6.5 EXPLORATORY FACTOR ANALYSIS 
Exploratory factor analysis was conducted to ensure that the observed variables loaded 
together as anticipated, and that correlation, reliability and validity criteria were met. 
Tabachnick and Fidell (2007) recommend that at least some correlations in the matrix (see 
Table 6.4) should be r = 0.3 or more in order to conduct factor analysis; that Bartlett’s test 
of sphericity (Bartlett 1954), should be statistically significant at p < 0.05 and the Kaiser-
Meyer-Olkin measure of sampling adequacy (KMO) (Kaiser 1970; 1974) should read 0.6 
or higher. Factor analysis outcomes, including communality results, are summarised in 
Tables 6.9 to 6.12.  
Table 6.6 Factor analysis and adequacy for intention scales 
Construct & items Commu-nalities  Tests 
Purchase intentions 
PI1 I will probably try out this brand 0.794 KMO = 0.900 
PI2 I am likely to purchase this brand 0.828 Bartlett’s = 2430.682 
PI3 I would consider purchasing the brand in the next 2 years 0.716 p = 0.000 
PI4 If I saw the brand tomorrow, I would purchase it 0.717 
 PI5 I would like to look for more information  0.734  
PI6 I would like to search the internet for more information  0.742   
PI7 I would like to seek advice from other people  0.479   
   
Viewing intentions 
VI 1 I am likely to pay attention if I see this ad on TV 0.924 KMO = 0.500 
VI 2 I would probably pay attention if I see this ad on TV 0.924 Bartlett = 504.400 
    p = 0.000 
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Table 6.7 Factor analysis and adequacy for ad-related scales 
Construct & items Commu-nalities  Tests 
Ad creativity: divergence 
DIV1 The ad broke away from stereotypical thinking 0.692 KMO = 0.760 
DIV2 The ad made unusual connections 0.705 Bartlett = 949.159 
DIV3 The ad made simple ideas become more interesting 0.817 p = 0.000 
DIV4 The ad was artistically produced 0.730 
 Ad creativity: relevance 
REL1 The message in the ad was relevant to the brand 0.827 KMO = 0.832 
REL2 The ad addressed issues I am concerned about 0.860 Bartlett = 1483.538 
REL3 The advertised product fits my needs well 0.893 p = 0.000 
REL4 The advertised product is important to me 0.803 
 Familiarity 
FAM1 This is a product I could talk about for a long time 0.736 KMO = 0.846 
FAM2 This is a product that interests me 0.772 Bartlett = 1946.675 
FAM3 This is a product I have a need for 0.793 p = 0.000 
FAM4 I am very familiar with this brand 0.579 
 FAM5 I usually purchase the same brand within this category 0.724  
FAM6 There is a lot to lose if you choose the wrong brand  0.704   
Production values 
PRO1 The visual elements of the ad were of high quality 0.867 KMO = 0.754 
PRO2 The audio elements of the ad were of high quality 0.881 Bartlett = 875.485 
PRO3 The production elements of the ad were of high quality 0.832 p = 0.000 
 
Table 6.8 Factor analysis and adequacy for processing scales 
Construct & items Commu-nalities  Tests 
Desire to postpone closure 
DPC1 I did not want to reach a conclusion too quickly 0.766 KMO = 0.864 
DPC2 I found it hard to make a decision  0.769 Bartlett = 1221.945 
DPC3 I did not want to apply my previous impression 0.823 p = 0.000 
DPC4 I still have not made up my mind regarding the brand 0.746 
 DPC5 I wish I could have more information available  0.364  
Positive affect 
AFF1 Watching the ad made me feel inspired 0.813 KMO = 0.748 
AFF2 The ad was really interesting 0.851 Bartlett = 802.617 
AFF3 I felt excited when I watched the ad 0.871 p = 0.000 
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Table 6.9 Factor analysis and adequacy for psychosocial scales 
Construct & items Commu-nalities  Tests 
Uncertainty avoidance 
UA1 Rules and regulations are important 0.872 KMO = 0.845 
UA2 Instructions for operations are important 0.862 Bartlett = 1253.093 
UA3 Standardized work procedures are helpful 0.851 p = 0.000 
UA4 It is important to follow instructions and procedures 0.850 
 UA5 It is important to have instructions spelled out in detail 0.801  
Individual creativity 
IC1 I believe in the importance of art 0.491 KMO = 0.954 
IC2 I see beauty in things that others might not notice 0.605 Bartlett = 3845.505 
IC3 I am interested in science 0.546 p = 0.000 
IC4 I would love to explore strange places 0.542 
 IC5 I have a vivid imagination 0.719  
IC6 I am full of ideas 0.769   
IC7 I often come up with something new 0.756   
IC8 I love to think up new ways of doing things 0.761   
IC9 I have excellent ideas 0.696   
IC10 I enjoy hearing new ideas 0.566   
IC11 I enjoy thinking about things 0.565   
IC12 I would describe myself as a creative person 0.759   
 
These indicate favourable KMO scores ranging from 0.748 to 0.900 for most constructs. 
The viewing intentions scale (KMO = 0.500) was the one exception – explained by the  
fact that the scale only had two items. All results for the Bartlett’s test of sphericity were 
significant, with each construct scoring p < 0.001 (recommended minimum value, p < 
0.05). Overall results of the factor analysis were positive, with most variables showing 
communalities well above the recommended minimum 0.50 level (Hair et al. 2014).  
Where communalities were below 0.5 (PI 7 = 0.479, NFC 3 = 0.016, IC 1 = 0.491), the 
items were dropped.  
Notably however, the last item in the DPC construct - DPC5 ‘I wish I could have more 
information available’ had a low communality score of 0.364. This was markedly different 
to results reported in prior research. A further review of Yang and Smith’s (2009) research 
suggested that DPC should in fact be analysed as a formative measure. Therefore, the 
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decision was made to split the items for DPC into two indices: 1) open mindedness (DPC2, 
DPC3, DPC4: α = 0.899) and 2) information search (DPC1, DPC5: α = 0.663). 
6.5.1 Factor reliability and specification 
The Cronbach’s alphas for each of the key constructs are shown in Table 6.10, along with 
their labels and specifications. All alphas were above the minimum recommended level  
of 0.70. All construct measures - except desire to postpone closure - were found to be 
reflective, according to the definition provided in Chapter Four, such that their indicators 
are highly correlated and largely interchangeable (Jarvis, Mackenzie & Podsakoff 2003). 
Desire to postpone closure was instead found to be a formative measure with two 
components – information search and open mindedness. 
Table 6.10 Summary of factor reliability and specification 
Construct Label Cronbach’s alpha (a) Specification 
Purchase intentions 0.931 Reflective 
Viewing intentions 0.916 Reflective 
Ad creativity - divergence 0.877 Reflective 
Ad creativity - relevance 0.938 Reflective 
Familiarity 0.920 Reflective 
Production values 0.918 Reflective 
Desire to postpone closure 0.885 Formative 
Positive affect 0.907 Reflective 
Need for cognition 0.884 Reflective 
Uncertainty avoidance 0.901 Reflective 
Individual creativity 0.950 Reflective 
 
6.6 CONFIRMATORY FACTOR ANALYSIS (CFA) 
Confirmatory factor analysis, employing a maximum likelihood estimation (MLE) 
technique, was conducted to assess each of the key constructs in the hypothesised model. 
The one exception was desire to postpone closure (DPC), which as a formative construct 
(i.e. indicators not necessarily correlated) could not be assessed by confirmatory factor 
analysis (Diamantopoulos 2011). Instead, DPC was evaluated by other means, discussed 
later in this chapter.  
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CFA, using AMOS, was performed on the reflectively measured constructs - grouped 
according to the hypothesised structural model - advertising creativity (divergence and 
relevance), intentions (purchase intentions and viewing intentions) and psychometrics 
(individual creativity, positive affect and uncertainty avoidance). Results are reported in 
both graphic and metric form in the following sections. 
6.6.1 Goodness of fit 
The model fit indicators used in this study are described in Chapter Four and each of the 
criteria used to determine model fit are presented in Table 4.1. Results of model fit for 
each construct are summarised and accompany Tables 6.10 to 6.12, along with a brief 
assessment of the results. 
6.6.2 Construct validity 
As discussed in Chapter Four, construct validity of reflective measures is established 
through a range of measures, including convergent and discriminant validity, each of 
which can be assessed through confirmatory factor analysis. 
Hair, Black, Babin and Anderson (2014) recommend the following ‘rules of thumb’ for 
assessing construct validity. Firstly, that standardised loading estimates for each construct 
should be at least 0.5, but preferably 0.7 or higher. Additionally, that AVE should be 0.5 or 
greater to suggest convergent validity, and that the variance between any two constructs is 
less than the average variance extracted by the constructs to indicate discriminant validity 
(Reid 2005). Finally, that construct reliability should be at least 0.7 to indicate adequate 
convergence or internal consistency.  
Results of validation measures for the reflectively measured constructs in the study - 
showing internal consistency, AVE scores and correlation matrices - are presented in 
Tables 6.14 to 6.16.  
6.6.2.1 Advertising creativity 
The average variance extracted for the two constructs (shown in Table 6.11) was well 
above 0.50, indicating good convergent validity. Construct reliabilities were also high 
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(seen in Figure 6.1) with values ranging from 0.80 to 0.92. Two items with factor loadings 
less than 0.7 (DIV 1 and DIV 2) were removed from the divergence construct to improve 
model fit. The error terms, e5 and e6, were also correlated (not shown). Discriminant 
validity was supported by 1) the AVE – which is greater than the squared correlation  
for the factor pair and 2) intercorrelation - significantly less than 1 (p < 0.01).  
In addition, the divergence and relevance variables were multiplied to create an interaction 
term for overall advertising creativity (divergence x relevance), following Yang and 
Smith’s (2009) model. This process is described in detail in the methodology chapter, 
Chapter Four (section 4.9.3.1). The resulting measurement model is shown in Figure 6.1.  
 
Figure 6.1 Measurement model – advertising creativity 
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Table 6.11 Internal consistency, AVE and correlation matrix – advertising creativity 
Measures Internal 
consistency  
AVE 
  1 2 3 
Ad creativity-divergence 0.878 0.905    
Ad creativity-relevance 0.931 0.870 0.882  
Ad creativity (DIV x REL) n/a -0.662 -0.481 n/a 
Model fit metric Observed value Recommended value 
χ2  (df, p)  48.444 (11, p < 0.001) Significant values expected^  
CMIN/DF 4.404  Between 1 and 5* 
CFI 0.999  > 0.09; ideally > 0.095 
TLI 0.972  > 0.09; ideally > 0.095 
RMSEA 0.09  < 0.08; ideally < 0.06 
The bold, italicised elements in the main diagonal show the average variance extracted (AVE) 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
Although the RMSEA value was slightly higher than the recommended upper limit of  
0.08, the results indicate that divergence and relevance are distinct measures of advertising 
creativity, with the goodness of fit requirements indicating an acceptable fit.  
6.6.2.2 Positive affect, purchase intentions and viewing intentions 
Confirmatory factor analysis was used to assess construct validity and discriminant 
validity for the reflective measures to be included in the study - positive affect, purchase 
intentions and viewing intentions. Two items with factor loadings less than 0.7 were 
removed from the purchase intentions construct (PI 5 and PI 6) to improve model fit.  
The final model (seen in Figure 6.2) provides evidence of construct validity as the  
average variance extracted for the three constructs was over 0.50, as shown in Table  
6.15. Construct reliabilities were also high with values between 0.813 and 0.963. 
Discriminant validity was achieved by results demonstrating that 1) intercorrelation 
between each pair of constructs was significantly less than 1.0 (p < 0.05) and 2) the  
AVE is greater than the squared correlations for the factor pairs.  
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Figure 6.2 Measurement model – positive affect, purchase and viewing intentions 
 
Table 6.12 Internal consistency, AVE and correlation matrix – positive affect, 
purchase and viewing intentions 
Measures Internal 
consistency  
AVE 
  1 2 3 
1 Positive affect 0.882 0.916     
2 Purchase intentions 0.935 0.852 0.887   
3 Viewing intentions 0.898 0.904 0.852 0.953 
Model fit metric Observed value Recommended value 
χ2  (df, p)  99.145 (24, p < 0.001) Significant values expected^  
CMIN/DF 4.131  Between 1 and 5* 
CFI 0.983  > 0.09; ideally > 0.095 
TLI 0.974  > 0.09; ideally > 0.095 
RMSEA 0.08  < 0.08; ideally < 0.06 
The bold, italicised elements in the main diagonal show the average variance extracted (AVE) 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
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Overall, positive affect, individual creativity and uncertainty avoidance are shown to  
be distinct measures of the psychometric factors in the model, with the goodness of fit 
results indicating an acceptable fit. 
6.6.3 Formative measurement model assessment 
As discussed in Chapter Four, it is not appropriate to apply the same reliability and 
validation criteria to a formative measure as those used for reflective measures. Neither  
is confirmatory factor analysis a useful means of assessing formative measures (Petter, 
Straub & Rai 2007). 
Instead, a MIMIC structure, described in detail in section 4.8.7.3, was applied to assess  
the formative DPC measure. Accordingly, two reflective items from the need for cognition 
scale were included in the model, in addition to the formative indices. Error terms were 
also at the construct, rather than item level, as shown in Figure 6.3. 
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Figure 6.3 Formative measurement model – desire to postpone closure 
 
Table 6.13 Goodness of fit – desire to postpone closure measurement model 
Model fit metric Observed value Recommended value 
χ2  (df, p)  20.391 (11, p < 0.05) Significant values expected^  
CMIN/DF 1.854  Between 1 and 5* 
CFI 0.994  > 0.09; ideally > 0.095 
TLI 0.989  > 0.09; ideally > 0.095 
RMSEA 0.046  < 0.08; ideally < 0.06 
The bold, italicised elements in the main diagonal show the average variance extracted (AVE) 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
Although a formative model does not comply with the same reliability and validity  
criteria as a reflective model, the same goodness of fit criteria may still be applied 
(Diamantopoulos & Siguaw 2006). The goodness of fit criteria shown in Table 6.13 for  
the formative desire to postpone closure model (see Figure 6.3) thus indicate very good  
fit between the model and the actual data.  
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6.6.4 Measurement invariance assessment 
Given that evaluation of differences between groups forms the basis of substantive 
hypotheses in this study, establishing measurement invariance (discussed in detail in 
Chapter Four) is both a logical and necessary prerequisite to further analysis. Multigroup 
confirmatory factor analysis was therefore conducted in AMOS to confirm measurement 
invariance between product categories (chewing gum and washing machines) and city  
tier groupings.  
6.6.4.1 Product category 
Multigroup CFA was employed to confirm configural and metric invariance between 
product categories (chewing gum and washing machines) on advertising creativity 
measures - specifically, divergence and relevance - with results reported in Table 6.14. 
Table 6.14 Multigroup CFA: Advertising creativity by product category 
Model fit metric Observed value Recommended value 
χ2  (df, p)  73.028 (28, p < 0.001) Significant values expected^  
CMIN/DF 2.608  Between 1 and 5* 
CFI 0.986  > 0.09; ideally > 0.095 
TLI 0.973  > 0.09; ideally > 0.095 
RMSEA 0.064  < 0.08; ideally < 0.06 
Δχ2 (p) 8.622 (p = 0.196) Insignificant p value 
ΔCFI -0.01  ≤ -0.01 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
 
Goodness of fit indicators thus support configural invariance. Metric invariance is also 
supported by the difference in chi-square value (significant) and difference in CFI values 
(< -0.01) between the two groups (chewing gum and washing machine). In addition, all 
factor loadings were significant with standardized loadings > 0.75.  
Thus, measurement invariance between product categories was established, ensuring a 
common ground on which to proceed with regression analysis and structural modelling. 
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6.6.4.2 City tiers 
Measurement invariance was confirmed between city tier groupings for key variables in 
the model: advertising creativity (divergence and relevance), purchase and viewing 
intentions, as well as psychometric measures - desire to postpone closure (DPC), affective 
processing, individual creativity and uncertainty avoidance. Confirmatory factor analysis 
was performed simultaneously between tier groupings, with results reported in Table 6.15.  
Table 6.15 Multigroup CFA - key variables by city tier 
Model fit metric Observed value Recommended value 
χ2  (df, p)  372.252 (216, p < 0.001) Significant values expected^  
CMIN/DF 1.723  Between 1 and 5* 
CFI 0.968  > 0.09; ideally > 0.095 
TLI 0.960  > 0.09; ideally > 0.095 
RMSEA 0.043  < 0.08; ideally < 0.06 
Δχ2 (p) 19.43 (p = 0.079) Insignificant p value 
ΔCFI -0.01  ≤ -0.01 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
 
Goodness of fit indicators thus support configural invariance. Metric invariance is also 
supported by the difference in chi-square value (significant) and difference in CFI values 
(< -0.01) between the two groups (tier one and two and tier five and six). Furthermore,  
all factor loadings were significant, with each standardized loading > 0.8.  
Having confirmed invariance between product categories on measures of advertising 
creativity, comparisons between the two sets of creative and uncreative advertisements are 
warranted. Likewise, measurement invariance was established between city tiers. This 
allows for meaningful comparison of mean differences between city tiers and relationships 
between constructs - and justifies subsequent cross-tier comparisons.  
6.7 HYPOTHESIS TESTING 
The hypotheses underpinning the thesis were presented in section 6.1. Each hypothesis 
was subsequently tested by one or more multivariate analysis techniques, including 
regression analysis (using SPSS) and structural equation modelling (using AMOS). 
Results are presented and discussed in the following sections. 
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6.7.1 Multiple regression analysis 
Regression analysis is used in this study to provide preliminary evidence for either 
supporting or rejecting the first six hypotheses presented in the thesis. Hypotheses are 
presented as follows, along with outcomes of each regression test and a discussion of  
the evidence that either supports or challenges the hypothesis in question.  
H1: Perceived advertising creativity is positively related to DPC 
DPC (information search) 
As can be seen in Table 6.16, gender, age and education level explain 3.7% of the  
variance in DPC (information search). Following the inclusion of advertising creativity 
(divergence and relevance) in the regression equation, the total variance explained by the 
complete model was 7.3%. Adding the advertising creativity variables explained an extra 
3.6% of variance in DPC (information search) once gender, age and education level  
had been controlled for. The divergence component of advertising creativity was shown  
to have a statistically significant positive impact on DPC (information search). Neither 
gender or education level showed a statistically significant effect in the final model; only 
age had a significant, negative impact on DPC (information search).  
Table 6.16 Model summary of Ad Creativity - DPC (information search)  
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender -0.001 -0.023 
Age -0.187*** -0.073*** 
Education -0.068 -0.068 
Ad creativity - divergence   0.222** 
Ad creativity - relevance  -0.041 
R2 0.037 0.073 
Adj R2  0.030 0.061 
F ratio 5.053** 6.206*** 
∆ R2  - 0.036 
∆ F ratio - 7.679** 
Df 3 4 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
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DPC (open mindedness) 
Table 6.17 presents the results of regression testing for desire to postpone closure (open 
mindedness) index. In this model, gender, age and education level explain 3.9% of the 
variance in DPC (open mindedness) while the total variance explained by the complete 
model, including measures for ad creativity (divergence and relevance), was 5.3%. 
Advertising relevance recorded a significant negative value in the final model; the  
addition of the divergence and relevance variables explained 1.3% more variance in  
DPC (open mindedness) after controlling for gender, age and education. Age and 
education level, however, showed significant negative effect on DPC (open mindedness). 
This may suggest that younger, better-educated Chinese consumers – having grown up 
with advertising - are more sceptical and less inclined to trust advertising messages than 
their parents and grandparents. 
Table 6.17 Model summary of Ad Creativity - DPC (open mindedness)  
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.006 0.013 
Age -0.170** -0.168** 
Education -0.120* -0.114* 
Ad creativity - divergence   0.081 
Ad creativity - relevance  -0.167* 
R2 0.039 0.053 
Adj R2  0.032 0.041 
F ratio 5.367** 4.638** 
∆ R2  - 0.013 
∆ F ratio - 2.798 
Df 3 4 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
Thus, the first hypothesis is partly supported such that advertising creativity  
(relevance) was shown to have a significant, positive effect on the information search 
component of desire to postpone closure, but a significant negative impact on the DPC 
(open mindedness) index. This raises the possibility that the divergent nature of the 
advertisements was invoking some curiosity and thus a desire to seek more information, 
but not enough to delay the decision making process. 
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H2: DPC is positively related to intention to view the ad again 
Table 6.18 summarises the results of regression testing for viewing intentions, showing 
that gender, age and education level explain 1.4% of the variance in viewing intentions. 
The DPC (information search) and DPC (open mindedness) were then included in the 
model and the total variance explained was 16.3%. These measures explained an 
additional 14.9% of variance in purchase intentions after controlling for gender, age  
and education level.  
Table 6.18 Model summary of DPC - Viewing Intentions  
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.088 0.091 
Age -0.051 -0.031 
Education 0.045 0.013 
DPC-Information search   0.523*** 
DPC-Open mindedness   -0.463*** 
R2 0.014 0.163 
Adj R2  0.006 0.152 
F ratio 1.857 15.302*** 
∆ R2  - 0.149 
∆ F ratio - 34.992*** 
Df 3 7 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
The second hypothesis was therefore only partly supported by the regression  
analysis, which showed that while DPC (information search) had a positive impact  
on viewing intentions, DPC (open mindedness) had a negative effect. This could, in  
part, be explained by the fact that while a desire to search for more information may  
lead a consumer to want to view the ad again (to obtain more information), having a  
more open mind towards a brand does not necessarily translate into the same response. 
Respondents may not have made up their minds, but that didn’t mean they wanted to 
watch the ad again. 
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H3: DPC is positively related to favourable purchase intentions 
As can be seen in Table 6.19, gender, age and education level explain 1% of the  
variance in purchase intentions. After entry of the DPC (information search) and DPC 
(open mindedness) scales, the total variance explained by the model as a whole was  
13.5%. The inclusion of these DPC measures explained an additional 12.6% of variance  
in purchase intentions after controlling for gender, age and education level. In the final 
model, significant results were found for prediction of purchase intentions, with DPC 
(information search) having a strong positive effect and DPC (open mindedness) showing 
a significant negative impact on purchase intentions. Age, gender and education level 
appear to have no significant effect on purchase intentions. 
Table 6.19 Model summary of DPC - Purchase Intentions  
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.066 0.69 
Age -0.053 -0.040 
Education 0.034 0.013 
DPC-Information search   0.470*** 
DPC-Open mindedness   -0.441*** 
R2 0.010 0.135 
Adj R2  0.002 0.124 
F ratio 1.271 12.284*** 
∆ R2  - 0.126 
∆ F ratio - 28.539*** 
Df 3 5 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
While DPC (information search) is positively related to purchase intentions, DPC (open 
mindedness) has a negative impact on intention to purchase. Thus, the third hypothesis  
is also only partly supported by regression analysis. It seems that open mindedness is 
linked to a passive response along the lines of: ‘I’m still thinking about it; why would I 
want to buy something when I haven’t made up my mind yet?’ 
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H4: Perceived ad creativity is positively related to affective processing 
Gender, age and education level explain 1.5% of the variance in positive affect. The 
advertising creativity variables (divergence and relevance) were added in a second block 
and the total variance explained by the complete model rose to 78.2%. Addition of the 
independent variable measures explained an extra 76.6% of variance in positive affect after 
gender, age and education level were controlled for. In the final model, both advertising 
creativity variables (divergence and relevance) showed a statistically significant impact on 
positive affect. Age, gender and education level were not shown to have a statistically 
significant effect. 
Table 6.20 Model summary of Ad Creativity - Positive Affect  
 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
Thus, the regression model testing showed strong support for this fourth hypothesis where 
overall advertising creativity (divergence and relevance) has a strong, positive relationship 
to positive affect. 
H5: Positive affect is directly related to positive ad viewing intentions 
Regression analysis exploring the impact of positive affect on viewing intentions shows 
that gender, age and education level explain 1.4% of the variance in viewing intentions. 
When the positive affect variable was included in the model, the total variance explained 
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.090 -0.012 
Age -0.044 -0.002 
Education 0.061 0.011 
Ad creativity - divergence   0.498*** 
Ad creativity - relevance  0.442*** 
R2 0.015 0.782 
Adj R2  0.008 0.779 
F ratio 2.019 281.177*** 
∆ R2  - 0.717 
∆ F ratio - 689.359*** 
Df 3 5 
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increased to 75.2%. Positive affect variable explained a further 73.8% of variance in 
viewing intentions after gender, age and education level were controlled for. The results  
of this regression test show that positive affect impacts significantly on purchase intentions. 
None of the control variables, age, gender or education level, demonstrated a statistically 
significant effect on purchase intentions. 
Table 6.21 Model summary of Positive Affect – Viewing Intentions 
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.088 0.010 
Age -0.051 -0.012 
Education 0.045 -0.007 
Positive affect   0.886*** 
R2 0.014 0.752 
Adj R2  0.006 0.750 
F ratio 1.857 299.065*** 
∆ R2  - 0.738 
∆ F ratio - 1174.150*** 
Df 3 4 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
The fifth hypothesis, that positive affect is directly related to positive viewing intentions,  
is therefore supported in this model. 
H6: Positive affect is positively related to purchase intentions 
The results presented in Table 6.22 indicate that gender, age and education level explain 
1% of the variance in purchase intentions. With the addition of the positive affect variable, 
the total variance explained by the whole model was 71.8%. The inclusion of the positive 
affect variable explained a further 70.8% of variance in viewing intentions after controlling 
for gender, age and education level. Analysis of the complete model demonstrates that 
positive affect has a statistically significant impact on viewing intentions. It also suggests 
that age, gender and education do not have a significant effect in this model. 
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Table 6.22 Model summary of Positive Affect – Purchase Intentions 
Independent variables Standardised beta (β) 
 Model 1 Model 2 
Gender 0.066 -0.010 
Age -0.053 -0.015 
Education 0.034 -0.018 
Positive affect   0.848*** 
R2 0.010 0.718 
Adj R2  0.002 0.715 
F ratio 1.271 250.332*** 
∆ R2  - 0.708 
∆ F ratio - 987.991*** 
Df 3 4 
*p<0.05, **p<0.01, *** p<0.001  
Figures shown are standardized regression weights 
In this model, affective processing is directly and positively related to purchase intention; 
thus hypothesis 6 is also supported by regression analysis. 
6.7.2 Test of Structural Relationships 
Structural equation modelling (SEM), using a maximum likelihood method, was used  
to examine the hypothesised structural relationships and thus determine the total fit of  
the proposed structural model. Hair et al. (2014) propose the following guidelines for 
determining whether a hypothesis finds support: factor loadings or standardised path 
coefficients (termed ‘standardised regression weights’ in AMOS) greater than 0.5, and  
a critical ratio (CR) greater than 1.96, with significance at <0.05.  
The main structural model diagram is presented in Figure 6.4, goodness of fit criteria are 
presented in Table 6.23 and results and assessment of support for hypotheses are reported 
in Table 6.24. 
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Table 6.23 Goodness of fit indicators – integrated structural model 
Model fit metric Observed value Recommended value 
χ2  (df, p)  818.140 (215, p < 0.001) Significant values expected^  
CMIN/DF 3.805  Between 1 and 5* 
CFI 0.935  > 0.09; ideally > 0.095 
TLI 0.923  > 0.09; ideally > 0.095 
RMSEA 0.084  < 0.08; ideally < 0.06 
^ Where number of observations per group > 12 (Hair et al. 2014) 
* Hair and Babin (2013) recommend an upper limit of 5 
Fit between the fully integrated structural model and the data was shown to be good, with 
all measurement criteria within the recommended limits.  
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Figure 6.4 Integrated structural model 
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Table 6.24 Test of structural model and associated hypotheses  
Hypothesis Model path Std 
estimate 
(β) 
CR (r) Hypothesis 
result 
H1 Perceived ad creativity is 
positively related to DPC 
Divergence → DPC 
Relevance → DPC 
DIV X REL → DPC  
-0.250 
0.123 
0.105 
-0.286(ns) 
1.286(ns) 
1.496(ns) 
Rejected 
H2 DPC is positively related 
to intention to view the ad 
again 
DPC → VI -0.032 -1.289(ns) Rejected 
H3 DPC is positively related 
to favourable purchase 
intentions 
DPC → PI 
 
0.040 1.342(ns) 
 
Rejected 
H4 Perceived ad creativity is 
positively related to affective 
processing 
Divergence → AFF 
Relevance → AFF 
DIV X REL → AFF 
0.634 
0.408 
0.034 
8.627*** 
5.595*** 
1.577(ns) 
Accepted 
H5 Positive affect is directly 
related to positive ad viewing 
intentions 
AFF → VI 0.934 
 
21.597*** Accepted 
H6 Positive affect is 
positively related to purchase 
intentions 
AFF → PI 0.830 17.716*** Accepted 
Model fit metric Observed value Recommended value 
χ2  (df, p)  818.140 (215, p < 0.001) Significant values expected^  
CMIN/DF 3.805  Between 1 and 5# 
CFI 0.935  > 0.09; ideally > 0.095 
TLI 0.923  > 0.09; ideally > 0.095 
RMSEA 0.084  < 0.08; ideally < 0.06 
*p<0.05, **p<0.01, *** p<0.001. Critical Ratio values (CR) greater than 1.96 are statistically significant at p < 0.05; 
values greater than 2.32 are statistically significant at p < 0.01. ^ Where number of observations per group > 12 (Hair et 
al. 2014) # Hair and Babin (2013) recommend an upper limit of 5 
 
In contrast to Yang and Smith’s (2009) findings, the results of structural equation 
modelling revealed that advertising creativity (divergence and relevance) had no 
significant impact on cognitive processing; specifically desire to postpone closure.  
Neither did desire to postpone closure produce the positive purchase and viewing 
intentions that were hypothesised. Hypotheses one, two and three (listed in Table 6.1)  
are therefore rejected. 
Conversely, a significant and strong positive relationship between advertising creativity 
(divergence and relevance) and positive affect was shown. Likewise, the relationship 
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between positive affect and viewing and purchase intentions was both significant and 
positive. Thus, hypotheses four, five and six are accepted.  
6.7.3 Test of moderation effects 
The moderating or interaction effects of individual creativity and cultural uncertainty 
avoidance on desire to postpone closure, and the subsequent impact on dependent 
variables (viewing or purchase intentions), were expected to be significant in this study. 
The role of the moderator in this study was to explain the strength and direction of the 
causal effect of an independent variable on dependent variables (Wu & Zumbo 2007). In 
this regard, the moderators were regarded as supplementary variables; there was less need 
for stringent control over manipulation and thus, moderators were observed rather than 
manipulated. There are a number of ways to test moderation effects (eg. Baron & Kenny 
1986), but as the moderators in this study were measured on a quantitative scale; a 
regression technique provided an appropriate choice for analysis (Wu & Zumbo 2007). 
Therefore, SPSS – utilising the ModProbe interaction probing procedure (Hayes & 
Matthes 2009) - was used to determine the moderation effect of uncertainty avoidance and 
individual creativity (hypothesised) as well as production values (not hypothesised). 
6.7.3.1 Moderation effects of uncertainty avoidance 
From the literature review in Chapter Two, it was found that cultural values might impact 
on both cognitive processing and affective processing of advertising messages. It was 
therefore hypothesised that cultural uncertainty avoidance, in particular, may affect the 
way that advertising creativity is processed – both cognitively (inducing a desire to 
postpone closure) and affectively, or emotionally. The following two hypotheses were 
developed and explored regarding the possible influence of uncertainty avoidance on 
processing of creative advertising. Results are shown in Table 6.25. 
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Table 6.25 Moderation effects of uncertainty avoidance  
Hypothesis Path testeda Interaction 
effect (β) 
Conditional 
effect (β)b 
Hypothesis 
result 
H7 Uncertainty avoidance will 
negatively moderate the 
impact of creative advertising 
on desire to postpone closure 
Ad creativity 
→DPC (open) 
-0.004(ns)  L: -0.014(ns) 
M: -0.18(ns)  
H: -0.21(ns) 
Rejected 
Ad creativity 
→DPC (info) 
-0.005(ns) L: 0.017(ns) 
M: 0.012(ns) 
H: 0.008(ns) 
H8 Uncertainty avoidance will 
negatively moderate the 
impact of creative advertising 
on affective processing 
Ad creativity 
→ Positive 
affect 
 
0.640* L: 6.320*** 
M: 6.870*** 
H: 7.420*** 
Rejected 
*p<0.05, **p<0.01, *** p<0.001  
a Both indices of the formative construct, DPC – open mindedness and information search - were tested separately. 
Results are reported for each index.b H = high level (UA=0.86), M= medium level (UA=0.00), L = low level (UA=-0.86) 
 
H7: UA will have a negative moderating effect on the impact of creative advertising 
on cognitive processing and desire to postpone closure  
Results of moderation testing suggest the following with regards to the moderating effect 
of uncertainty avoidance:  
1. There is no significant moderation effect between ad creativity (DIV x REL) and DPC 
(information search)  
2. There is no significant moderation effect between ad creativity (DIV x REL) and DPC 
(open mindedness) 
Thus, the hypothesis that UA will have a negative moderating effect on the impact of 
creative advertising on cognitive processing and desire to postpone closure is rejected. 
H8: UA will have a negative moderating effect on the impact of creative advertising 
on affective processing 
As shown in Table 6.25, results of moderation testing demonstrate that uncertainty 
avoidance has a strong, positive moderating effect between ad creativity and positive affect. 
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Therefore the hypothesis that UA negatively moderates the relationship between creative 
advertising and affective processing is rejected. This would suggest that the higher the 
level of uncertainty avoidance exhibited by consumers, the more important it is for 
advertising to touch their emotions. 
6.7.3.2 Moderation effects of individual creativity 
In a similar way, a review of the literature, presented in in Chapter Two, indicated  
that individual creativity may impact on the way that consumers process advertising -  
both cognitively and affectively. This led to the development of the following two 
hypotheses regarding the possible influence of individual creativity on processing of 
creative advertising. Table 6.26 shows the outcomes of moderation testing and the  
possible impact of individual creativity on the cognitive processing (desire to postpone 
closure) and positive affect of advertising creativity. 
Table 6.26 Moderation effects of individual creativity  
Hypothesis Path testeda Interaction 
effect (β) 
Conditional 
effect (β)b 
Hypothesis 
result 
H9 Individual creativity will 
have a positive moderating 
effect on the impact of 
advertising creativity on desire 
to postpone closure 
Ad creativity 
→DPC (open) 
-0.009(ns) L: 0.002(ns) 
M: -0.006(ns)  
H: -0.014(ns) 
Rejected 
Ad creativity 
→DPC (info) 
-0.015* L: 0.305* 
M: 0.017(ns)  
H: 0.004(ns)  
H10 Individual creativity will 
have a positive moderating 
effect on the impact of 
advertising creativity on 
affective processing 
Ad creativity 
→ Positive 
affect 
 
0.948*** L: 5.544*** 
M: 6.417*** 
H: 7.290*** 
Supported 
*p<0.05, **p<0.01, *** p<0.001  
a Both indices of the formative construct, DPC – open mindedness and information search - were tested separately. 
Results are reported for each index.b H = high level (IC=0.92), M= medium level (IC=0.00), L = low level (IC=-0.92) 
 
H9: Individual creativity will have a positive moderating effect on the impact of 
advertising creativity on cognitive processing, inducing a desire to postpone closure 
Results of moderation testing suggested the following with regards to the moderating 
effect of individual creativity:  
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1. There is a significant positive moderation effect between ad creativity (DIV x REL) and 
DPC (information search) at low levels of individual creativity, but no significant effect at 
medium and high levels 
2. There is no significant moderation effect between ad creativity (DIV x REL) and DPC 
(open mindedness) 
Thus, the hypothesis that individual creativity will have a positive moderating effect on  
the impact of creative advertising on cognitive processing and desire to postpone closure 
was rejected. 
H10: Individual creativity will have a positive moderating effect on the impact  
of advertising creativity on affective processing 
Individual creativity was shown to have a significantly positive moderating effect of  
the relationship between advertising creativity and affective processing, as indicated  
by the results reported in Table 6.26. Therefore the hypothesis that individual creativity 
positively moderates the relationship between advertising creativity and affective 
processing is supported. 
6.7.3.3 Moderation effects of production values 
The possibility that production quality of advertisements could impact on processing as 
well as purchase and viewing intentions was raised by the manipulation checks reported  
in section 6.4.1 of this chapter. Therefore, although not hypothesised, moderation tests 
were also conducted for production values.  
Table 6.27 Moderation effects of production values  
Moderated relationship Interaction 
effect (β) 
Conditional 
effect (β)a 
Ad Creativity (divergence x relevance) → Purchase 
intentions 
-0.007* L: 0.093*** 
M: 0.085*** 
H: 0.767*** 
Ad Creativity (divergence x relevance) → Viewing 
intentions 
-0.012*** L: 0.096*** 
M: 0.083*** 
H: 0.070*** 
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Ad Creativity (divergence x relevance) → Desire to 
postpone closure 
 
Not significant Not significant 
Ad Creativity (divergence x relevance) → Positive 
affect 
 
-0.137*** L: 1.028*** 
M: 0.089*** 
H: 0.072*** 
*p<0.05, **p<0.01, *** p<0.001  
a H = high level, M= medium level and L = low level production values 
The results, shown in Table 6.27, suggest that production quality of advertisements 
positively moderates the effect of advertising creativity on purchase and viewing 
intentions. It was also shown to exert a positive influence the affective processing of 
advertisements, although had no significant impact on cognitive processing (i.e. desire  
to postpone closure). In spite of this moderating effect, the results of the structural 
modeling still showed a very strong positive relationship between advertising creativity 
and affect, and subsequent viewing and purchase intentions – even for the advertisements 
with lower production values. This may suggest that while production quality enhances  
the emotional impact of creative advertisements, a creative idea will still be impactful in 
spite of lower production quality. That is, advertising creativity does not depend on high 
quality production values to have affective impact.  
6.7.4 Structural model with moderators 
Figure 6.5 represents the full structural model, including the moderating effects of 
uncertainty avoidance and individual creativity. While production values were also  
found to have a moderating effect on the relationships between advertising creativity  
and purchase and viewing intentions, and advertising creativity and affective processing, 
they have not been included in the diagram to reduce clutter. 
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Figure 6.5 Structural model with moderation 
  
 
As Figure 6.5 indicates, advertising creativity was shown to have a positive, direct  
effect on affective processing, which led in turn to positive viewing and purchase 
intentions. These relationships were moderated favourably by both individual creativity 
and uncertainty avoidance. That is, the higher the level of individual creativity and 
uncertainty avoidance, the more positive the relationship between advertising creativity 
and affective processing.  
Conversely, structural equation modelling showed that advertising creativity has no 
significant effect on desire to postpone closure; neither did desire to postpone closure  
have a noticeable impact on either viewing or purchase intentions. Tests of moderation 
also revealed that individual creativity and uncertainty avoidance had no statistically 
significant moderating effect on these relationships.  
However, when advertising creativity and desire to postpone closure were broken down 
into their respective components (divergence and relevance; DPC open mindedness and 
Purchase 
intentions 
Viewing 
intentions 
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DPC information search) and subjected to regression analysis, some different (and even 
contradictory) details emerged, as reported in section 6.5.3:  
1. Ad creativity (divergence) had a significant positive effect (p < 0.001) on DPC 
(information search) but none on DPC (open mindedness)  
2. Ad creativity (relevance) had a significant negative effect (p < 0.05) on DPC (open 
mindedness) but none on DPC (information search) 
3. Desire to postpone closure (information search) had a significant negative impact  
(p < 0.001) on viewing intentions but a significant positive effect (p < 0.001) on  
purchase intentions 
4. Desire to postpone closure (open mindedness) had a significant positive effect (p < 
0.001) on viewing intentions but negatively impacted (p < 0.001) purchase intentions 
When analysed together in the structural model, these effects appeared to have effectively 
cancelled each other out - hence, the non-significant pathways shown in Figure 6.6. 
Nonetheless, they are worthy of mention here and discussion later in the chapter (see 
section 6.6). 
6.7.5 Multigroup analysis 
An important question, for industry and academics alike, is whether there is a difference  
in the way that Chinese consumers in high tier cities (tier one and two) respond to creative 
advertising compared with the way consumers in low tier cities (tier five and six) respond. 
This is followed closely by a second question - is there is a difference between tiers in  
the levels of cultural uncertainty avoidance and individual creativity they exhibit? This 
second question forms the basis of the following two hypotheses: 
H11a: Consumers from tier 1-2 cities in China will demonstrate higher levels of 
individual creativity than those from tier 5-6 
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H11b: Consumers from tier 5-6 cities in China will demonstrate higher levels of 
uncertainty avoidance than those from tier 1-2 
T-tests between city tiers showed that there is, in fact, no significant difference between 
tiers on either of these measures. That is, tier one and two consumers are not any more or 
less creative than their tier five and six counterparts, and conversely, neither are they more 
or less inclined to avoid uncertainty. T-test results are summarised in Table 6.28. 
Table 6.28 Test of uncertainty avoidance and individual creativity differences 
between tiers 
Hypothesis Group Mean (SD) t value Hypothesis 
result 
H11 Consumers from tier 1-2 cities will 
demonstrate higher levels of individual 
creativity than those from tier 5-6 
Tier 1-2 
Tier 5-6 
5.764 (.84) 
5.722 (1.0) 
0.448(ns) Rejected 
H12 Consumers from tier 1-2 cities will 
demonstrate lower levels of UA than 
consumers from tier 5-6 
Tier 1-2 
Tier 5-6 
5.805 (.84) 
5.933 (.88) 
0.137(ns) Rejected 
ns = not significant: p values higher than 0.05 
 
These findings have major implications for industry practitioners and their clients. It flies 
in the face of reported client attitudes, yet justifies marketers’ optimism regarding an 
increasingly sophisticated, rapidly growing middle class in the lower tier regions of China. 
These results were supplemented in the final analysis by outcomes of the multigroup 
structural equation modelling described below.  
Therefore, returning to the question of whether Chinese consumers from high tier cities 
(tier one and two) will respond to differently to creative advertising than lower tier 
consumers (tier five and six), the final hypothesis was framed as follows: 
H12: Consumers from high tier cities in China will respond more favourably to 
advertising creativity than those from low tier cities 
According to the process described in Chapter Four (see section 4.9.3.3), multigroup 
analysis was performed using AMOS. Goodness of fit statistics were compared for the 
unconstrained and constrained models, using a χ2 difference test (Δ χ2) to determine 
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whether there was significant difference between the two groups. Results for both  
groups (tier one and two and tier five and six) are shown in Table 6.29. 
Table 6.29 Multiple group comparison between high and low tier cities in China  
Path Tier 1-2 (n=200) Tier 5-6 (n = 199) 
 Std estimate 
(β) CR (r) 
Std estimate 
(β) CR (r) 
Divergence → DPC 
Relevance → DPC 
DIV X REL → DPC 
0.110 
0.103 
0.110 
-0.260(ns) 
0.838(ns) 
1.365(ns) 
-0.057 
0.128 
0.134 
-0.414(ns) 
1.053(ns) 
1.516(ns) 
DPC → Viewing Intentions -0.039 -1.266(ns) -0.037 -1.266(ns) 
DPC → Purchase Intentions 0.044 1.362(ns) 0.050 1.362(ns) 
Divergence → AFF 
Relevance → AFF 
DIV X REL → AFF 
0.676 
0.368 
0.055 
7.511*** 
5.065*** 
1.279(ns) 
0.578 
0.436 
-0.026 
7.871*** 
7.104*** 
-0.597(ns) 
AFF → Viewing Intentions 0.933 17.777*** 0.943 17.821*** 
AFF → Purchase Intentions 0.851 17.351*** 0.821 14.370*** 
Model fit metric Observed value Recommended value 
χ2  (df, p)  2390.161 (737, p < 0.001) Significant values expected^  
CMIN/DF 3.243  Between 1 and 5# 
CFI 0.911  > 0.09; ideally > 0.095 
TLI 0.909  > 0.09; ideally > 0.095 
RMSEA 0.053  < 0.08; ideally < 0.06 
Δχ2 (df, p) 8.518 (8, p > 0.05)  Insignificant p value 
*p<0.05, **p<0.01, *** p<0.001. Critical Ratio values (CR) greater than 1.96 are statistically significant at p < 0.05; 
values greater than 2.32 are statistically significant at p < 0.01. ^ Where number of observations per group > 12 (Hair et 
al. 2014). # Hair and Babin (2013) recommend an upper limit of 5 
 
Goodness of fit indicators demonstrated a very good fit between the integrated structural 
model and the data for both tier groups. The chi-square (Δχ2) difference between the two 
groups was greater than 0.05, indicating there was no significant difference between high 
and low tiers as per the structural model tested here.  
A visual check of the results shown in Table 6.29 also confirms that there was very  
little difference between groups on any of the hypothesised pathways. Significant effects 
in tier one and two were also significant in tier five and six; non-significant effects in tier 
one and two were non-significant in tiers five and six. On this basis, the final hypothesis – 
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that is, that consumers in tier one and two cities will respond more favourably to creative 
advertising than consumers in tier five and six cities - was rejected. 
6.8 OVERVIEW OF KEY FINDINGS 
The key findings reported in this chapter can be summarised as follows: 
Firstly, desire to postpone closure is not the critical factor in consumer processing and 
subsequent purchase and viewing intentions it was hypothesised to be (eg. Yang & Smith 
2009). While divergence had a positive impact on desire to postpone closure (information 
search), this did not in turn lead to higher purchase and viewing intentions. Relevance had 
a negative impact on the open mindedness component of desire to postpone closure – 
perhaps explained by the thought that if the advertising has immediate relevance to the 
consumer, there is no need to delay processing. 
Secondly, affective or emotional processing of creative advertising was found to be  
far more impactful than anticipated. Affective processing was strongly influenced by 
advertising creativity, leading to very positive purchase intentions. While this is somewhat 
different to Yang and Smith’s (2009) model, it aligns with the practitioner views that were 
highlighted in the qualitative research (reported in Chapter Five). That is, Chinese 
consumers respond most favourably to advertising that ‘touches their hearts’ – creative 
advertising is appreciated and valued if it resonates on an emotional level and evokes an 
affective response. 
Thirdly, there was no significant difference between tiers in the way they respond to 
creative advertising. This has definite implications for advertisers who are in any way 
dismissive of their lower tier consumers (refer to the themes reported in Chapter Five for 
more details). Consumers in both high and low tiers in China were shown to respond 
equally favourably to creative advertising, particularly if it has a strong emotional impact. 
The final point to make is with regard to the moderation effects of both cultural 
uncertainty avoidance and individual creativity. Uncertainty avoidance was shown to  
have a positive moderating effect on the relationship between ad creativity and affect – 
indicating that the higher the level of uncertainty avoidance, the more consumers are  
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likely to respond in an emotional way. It had no significant impact on desire to postpone 
closure. Individual creativity was also shown to have a similar moderating effect on the 
relationship between creative advertising and affect (positive) and creative advertising  
and desire to postpone closure (not significant). That is, the more creative an individual, 
the more likely advertising creativity is to impact positively on their affective (though not 
necessarily cognitive) processing. 
Perhaps even more telling are the findings that the levels of uncertainty avoidance and 
individual creativity are not significantly different between tiers. Rather, the differences  
lie at the individual, rather than the group or tier level. The implication for advertisers is 
that individuals in lower tiers are as likely to respond favourably (or otherwise) to creative 
advertising as higher tier consumers. Market segmentation should therefore be on the  
basis of psychographic rather than geographic data – emphasising the need to seek richer 
consumer research and insights in order to advertising that truly resonates with consumers. 
6.9 SUMMARY OF THE CHAPTER  
This chapter presented the findings of the quantitative analysis of the conceptual model 
and associated hypotheses that were outlined in Chapter Three. The process began with  
a series of pretests, conducted to confirm the selection of measurement scales and test 
advertisements to be used in the final survey. This survey, conducted online with two 
distinct Chinese consumer groups (from tier one and two, and tier five and six cities in 
China), provided the data for subsequent analysis. A series of multivariate analysis 
techniques were utilised – exploratory factor analysis, confirmatory factor analysis, 
regression analysis, measurement invariance testing, tests of moderation and multigroup 
analysis – to determine the results that have been reported here. Each of the hypotheses 
was examined in detail and outcomes described and discussed throughout the chapter. A 
final summary of these conclusions is presented in Table 6.30. 
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Table 6.30 Summary of hypothesis testing 
H1 Perceived advertising creativity is positively related to a desire 
to postpone closure 
Rejected 
H2 Desire to postpone closure is positively related to intention to 
view the advertisement again 
Rejected 
 
H3 Desire to postpone closure is positively related to favourable 
purchase intentions 
Rejected 
 
H4 Perceived advertising creativity is positively related to affective 
processing 
Supported 
H5 Positive affect is directly related to positive advertisement 
viewing intentions 
Supported 
H6 Positive affect is positively related to purchase intentions Supported 
H7 Uncertainty avoidance will negatively moderate the effect of 
creative advertising on desire to postpone closure 
Rejected 
H8 Uncertainty avoidance will have a negative moderating effect 
on the impact of creative advertising on affective processing 
Rejected 
H9 Individual creativity will positively moderate the effect on the 
impact of advertising creativity on desire to postpone closure 
Rejected 
H10 Individual creativity will have a positive moderating effect on 
the impact of advertising creativity on affective processing 
Supported 
H11a Chinese consumers from high tier cities will demonstrate higher 
levels of individual creativity than those from low tier cities 
Rejected 
H11b Consumers from low tier cities in China will demonstrate higher 
levels of uncertainty avoidance than those from high tier cities 
Rejected 
H12 Consumers from high tier cities in China will respond more 
favourably to creative advertising than those from low tier cities 
Rejected 
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CHAPTER SEVEN – CONCLUSIONS AND IMPLICATIONS 
 
7.1 INTRODUCTION TO THE CHAPTER 
The purpose of this research was to determine practitioner perceptions of the value and 
implementation of advertising creativity in contemporary China. From there, to assess 
whether or not creativity impacts on the way Chinese consumers process, and respond  
to, creativity in advertising communication.  
Beginning with a literature review, followed by depth interviews with advertising 
practitioners in China, the research determined firstly that advertising creativity is not  
yet fully utilised in a Chinese advertising context. Many themes emerged from the 
interviews, not least of which was that Chinese clients reportedly view consumers from 
lower tier cities in China as less likely to appreciate advertising creativity than those in 
higher tier cities. On this basis, an online survey of Chinese consumers from tier one  
and two, and tier five and six cities, was conducted to investigate whether advertising 
creativity was equally effective for reaching and persuading different populations.  
In addition, cultural uncertainty avoidance and individual creativity were examined  
to determine, firstly, their potential to moderate the impact of advertising creativity. 
Secondly, to explore the possibility that consumers in high tier cities are more or less 
tolerant of ambiguity, or more or less creative, than their lower tier counterparts. In all,  
the research provides an investigation of practitioner perceptions of advertising creativity 
in China, and the relationships between cognitive and affective processing, uncertainty 
avoidance and individual creativity for Chinese consumers. This chapter addresses each  
of the research questions and hypotheses developed in Chapter Three. It also presents  
a discussion and interpretation of the results described in Chapters Five and Six, 
comparing the findings with established theories and models.  
This final chapter therefore identifies and draws together the main conclusions relating  
to the research problem posed at the start of the thesis and to each of the ensuing research 
questions. Additionally, it provides a discussion of overall academic and managerial 
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contributions and implications made by the research. Finally, having acknowledged 
limitations of the research throughout the study, the chapter closes with recommendations 
for future research. 
7.2 CONCLUSIONS AND KEY FINDINGS 
The following section provides a response to each of the research questions that were 
proposed and expounded in Chapter Three; discussing the academic and managerial 
contributions of the research in light of these initial questions.  
The first question the study sought to address was: 
RQ1. What is the state of advertising creativity in the contemporary Chinese market? 
This question was resolved through the findings of in-depth interviews, conducted with 
industry practitioners in China; results of this qualitative research phase are discussed  
and summarised in Chapter Five. Generally, it was found that practitioners operating  
in China believe that their Chinese clients view creativity as ‘something that is quirky, 
weird or shocking’ (AP9); or worse, an extravagant and unnecessary waste of resources. 
Nonetheless, that situation appears to be changing. Until now, demand for consumer  
goods has out-stripped supply in the Chinese market, meaning that advertisers have  
been free to ‘put any rubbish on television and their product would still sell’ (AP5).  
Now, Chinese consumers are perceived to be increasingly more savvy and demanding  
than in the past, and the marketplace far more competitive. Therefore, the belief expressed 
by the practitioners is that advertising needs to work harder than ever before - and the  
most effective way to achieve this is by means of creativity. Creativity, when applied to 
advertising communication, will enable advertisers to reach and engage with consumers 
across the full spectrum of Chinese society. 
However, while the majority of the practitioners interviewed held this view, this  
contrasted strongly with what they reported their clients’ priorities and understanding  
of consumers to be. While tension between advertising agencies and their clients is not 
unique to the Chinese environment, the source and level of frustration articulated by 
advertising professionals in China probably is. One such frustration stemmed from the 
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general inexperience and subsequently cautious, risk-averse nature of Chinese marketing 
managers. Another frustration expressed by practitioners was the contempt with which 
China-based clients were said to view their consumers – particularly those from lower tier 
Chinese cities. The reported perception was that marketing managers in China assume that 
their lower tier audiences are uncreative, uneducated and highly conservative. As a result, 
it is believed they are unlikely to appreciate or respond to advertising creativity.  
Thus, in answer to the research question regarding the state of advertising creativity in 
contemporary China, the qualitative findings suggest that there is quite a degree of tension 
between agencies and their clients on this issue. While agencies remain convinced that 
creative advertising is the most effective means of reaching and engaging consumers, their 
clients are reportedly less appreciative of the role and value of creativity - and therefore 
not prepared to invest in it. As a consequence, the Chinese advertising industry has yet to 
develop its own, distinctive creative voice.  
The second research question, driven by findings from the practitioner interviews and 
evaluated by means of quasi experimental research conducted ‘in the field’ with 
consumers across China, was expressed as follows: 
 RQ2. To what degree does advertising creativity influence consumer processing, 
specifically cognitive (inducing a desire to postpone closure) and affective (positive 
emotional response) processing in Chinese consumers?  
An online survey was subsequently developed and Chinese consumers in tier one and  
two and tier five and six cities were invited to participate. Respondents were exposed to  
a pair of television advertisements - for either a washing machine or chewing gum brand - 
that were determined through a series of pretests to be high and low creative. Participant 
responses showed support for hypotheses related to affective processing but did not 
support those related to cognitive processing. Results from this study suggest that, in 
contrast to Yang and Smith’s (2009) findings, creative advertising does not have a 
significant impact on cognitive processing for Chinese consumers. Nor does it appear to 
induce a desire to postpone closure. What creative advertising is shown to do is strongly 
influence positive affect – leading in turn to positive purchase intentions. In this regard,  
the results of the Chinese study concur with Yang and Smith’s (2009) research.  
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Yang and Smith (2009) proposed that advertising creativity induces a desire to postpone 
closure thereby reducing the viewer’s reliance on heuristics to evaluate an advertising 
message. Yang and Smith’s research with university student participants in the USA found 
that perceived advertising creativity (expressed as the interaction between divergence and 
relevance) had a significant impact on both desire to postpone closure (β = 0.25, z = 5.05, 
p < 0.001) and positive affect (β = 0.12, z = 3.10, p < 0.001). This, in turn, was shown to 
produce significant effects on purchase and viewing intentions.  
By contrast this study, conducted with Chinese consumers, found that divergence and 
relevance - as separate variables - produced a strong positive affect (divergence: β = 0.68, 
z = 7.51, p < 0.001; relevance: β = 0.37, z = 5.07, p < 0.001)1 but had a non-significant 
impact on desire to postpone closure (divergence: β = 0.11, z = -0.26, p > 0.05; relevance: 
β = 0.10, z = 0.84, p > 0.05)2. The interaction term (divergence x relevance) produced a 
non-significant result for both processing variables in this study3. 
Thus, the hypotheses positing that advertising creativity leads to a desire to postpone 
closure (H1) and - through this cognitive route - to positive purchase and viewing 
intentions (H2 – H3), were not supported.  
However, while this study does not provide support for the theory that advertising 
creativity produces a desire to postpone closure, it does resonate with the finding that both 
divergence and relevance (as components of advertising creativity) produce a positive 
emotional effect. The hypotheses stating that advertising creativity leads to positive affect 
and hence, favourable purchase intentions and a desire to see the advertisement again (H4 
– H6) were, in fact, strongly supported. This aligns with both academic and practitioner 
literature suggesting that Chinese people are predisposed to emotional responses to 
creativity. For instance, in practitioner literature, Broadbent (2013) proposes that the  
 
1 Results shown are for tier 1-2. Tier 5-6 results are as follows: (divergence: β = 0.58, z = 7.87, p < 0.001; relevance: β = 
0.44, z = 7.10, p < 0.001) 
2 Results shown are for tier 1-2. Tier 5-6 results are as follows: (divergence: β = -0.57, z = -0.41, p > 0.05; relevance: β = 
0.13, z = 1.52, p > 0.05) 
3 Divergence x Relevance: Tier 1-2 (DPC: β = 0.11, z = 1.37, p > 0.05; Positive Affect: β = 0.06, z = 1.28, p > 0.05). Tier 
5-6 (DPC: β = 0.13, z = 1.52, p > 0.05; Positive Affect: β = -0.03, z = -0.60, p > 0.05) 
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most effective advertising in China (and indeed, Asia) is that which, through creativity, 
appeals to emotions: 
If effectiveness is the object, creativity must be the strategy… [Successful] creative 
campaigns are more likely to appeal to the audience's emotions than to try to convince 
them of a product's rational benefits’ (p. 3). 
Likewise, Sinha and Mayo (2012) make the following observation about communicating 
with Chinese consumers: 
The single most important ingredient in staying ahead is the emotional connection  
between a brand and its consumer… to do this… the right side of the brain – or the 
creative side – needs to be deployed if we are to connect more intimately and  
meaningfully (p. 7).  
In addition, a recent survey of people in tiers one to four in China concluded with  
the statement that, ‘emotions are an important driver of brand loyalty for Chinese 
consumers’ (Chong 2013). 
The finding that Chinese consumers respond in a positive, emotional way to advertising 
creativity is also in keeping with proposals put forward by academic researchers such as 
Ang and Low (2000); Ang, Lee and Leong (2007); Tuten and Ashley (2013), who suggest 
that advertising creativity resonates with consumers, producing a positive emotional 
response. Or as Dass et al. (2014) express it, creative advertising generates ‘favorable 
emotional responses’ in viewers (p. 2).  
Other researchers emphasise the connection between positive affect - or emotions - and  
the effective processing of advertising messages. Percy (2012), for example, posits that 
emotional processing is an, ‘essential part of rational decision making and behavior’  
(p. 74) and that an appropriate emotional response must be elicited before advertising  
can be effectively processed. Taute, Peterson and Sierra (2014) similarly claim that 
‘emotions have been empirically demonstrated as a mediating variable in consumer 
responses to advertising’ (p. 26).  
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As most advertising creativity research efforts have until now, been focused on the  
West (Niu & Kaufmann 2013; Leung & Hui 2014), the possible impact of culture on 
consumer processing of creative advertising messages remains relatively unknown. 
Connections have been made between collectivism versus individualism and response  
to advertising but little is known about how another of Hofstede’s (1980) cultural 
dimensions, uncertainty avoidance (characterised by an intolerance of ambiguity), may 
influence individual consumers’ processing (Lee & Yoo 2012). This led to the following 
question and a number of subsequent related hypotheses: 
RQ3. To what degree does culture, especially the influence of uncertainty avoidance, 
moderate the relationship between advertising creativity, cognitive and affective 
processing, and subsequent consumer behaviour? 
In this research, the hypothesis that uncertainty avoidance has a negative moderating  
effect on the impact of creative advertising on desire to postpone closure (H7) did not  
find support. In fact, uncertainty avoidance was not shown to have any significant impact  
at all on the relationship between creativity and desire to postpone closure.   
Alternatively, it was proposed that uncertainty avoidance would have a negative 
moderating effect on the relationship between creative advertising and affective processing 
(H8). This was also rejected on the basis of the data, which in fact, showed the opposite to 
be true. Uncertainty avoidance was actually shown to have a positive moderating effect on 
affective processing, rather than predicted negative impact. This suggests that consumers 
who are less tolerant of ambiguity are more reliant on affective processing in response to 
creative advertising. This finds tentative support in existing literature that implies people 
from high uncertainty avoidance cultures are more likely to respond emotionally to issues 
than those from low uncertainty avoidance cultures (Hofstede 1980; Gudykunst & Ting-
Toomey 1988; Vitell, Nwachukwu & Barnes 1993). However, these reports point to 
negative associations between uncertainty avoidance and emotion – as opposed to the 
positive connection found in this research. Whilst bearing in mind that country-level 
values do not necessarily translate to individual values, the research findings indicate that 
certain individuals in China – as indeed, any country (De Mooij 2013) - may be more 
likely to avoid uncertainty, or less tolerant of ambiguity, than other individuals. But, as 
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mentioned, far from having a negative effect on the way creative advertising is processed, 
a tendency towards uncertainty avoidance may actually enhance the emotional impact of 
advertising creativity. 
The next research question investigated the potential moderating effect of individual 
creativity on consumer processing. Unlike most other research around consumer creativity 
(eg. Hirschman 1983; Steenkamp, Hofstede & Wedel 1999), this study focused on  
the possibility that individual creativity may impact the way that consumers process 
advertising messages, rather than on the way creative consumers purchase or use  
products; or even on the way they engage with brands as, Christodoulides and Jevons  
(2011) propose. This fourth question was expressed in the following terms: 
RQ4. To what degree does individual creativity moderate the relationship between 
advertising creativity, cognitive and affective processing, and subsequent consumer 
behaviour? 
In the final study, individual creativity was not shown to moderate the impact of 
advertising creativity on cognitive processing (H9). Whilst a significant positive 
moderation effect was shown to exist between advertising creativity and desire to  
postpone closure (information search) at low levels of individual creativity (conditional 
effect: β = 0.305, p < 0.05), there was no significant effect at medium and high levels  
of individual creativity. Neither was there any significant moderation effect found  
between advertising creativity and desire to postpone closure (open mindedness).  
The known connections between individual creativity and intelligence (Benedek et al. 
2014), and between individual creativity and problem solving (Runco 2014), indicate that 
there may be a link between individual creativity and cognitive processing. However, this 
was not found to be the case in this study, or for this group of consumers.  
Thus, the hypothesis that individual creativity will have a positive moderating effect on the 
impact of creative advertising on cognitive processing and desire to postpone closure  
was rejected. 
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However, the hypothesis that individual creativity will have a positive moderating effect 
on the relationship between advertising creativity and affective processing (H10) found 
strong support. This is in keeping with the limited literature regarding individual creativity 
and information processing. For example, Seligman and Csikszentmihalyi (2000) propose 
a framework of positive psychology, that points to individual creativity (among other 
things) as a driver of positive emotion. Averill, Chon and Hahn (2001) put forward a 
complex interaction where creativity and emotion are both antecedent and consequent  
to the other, while Kaufman and Beghetto (2009) assert that individual creativity enhances 
the enjoyment experienced in everyday settings.  
On the other hand, Feist (1998) found that creative individuals are characterised, among 
other things, by ambition, dominance and hostility - while Kaufman, Pumaccahua & Holt 
(2013) determined they were prone to be ‘less agreeable’ than others. It is possible that 
such characteristics may predispose creative individuals to be more cynical of the creative 
efforts of others. However this was not shown to be the case in this research. Individual 
creativity was shown to strongly moderate the effect of advertising creativity on affective 
processing (positive affect). Creative individuals were shown to be more responsive and 
positive towards the deployment of creativity in advertising communication; individual 
creativity was found to lead to a greater appreciation of creative advertising. This finding 
suggests that advertising creativity is an effective means of targeting creative individuals.  
This study does not identify one group of consumers in China as being more creative than 
another, as practitioner reports of client attitudes implied, but rather suggests that creative 
individuals are to be found across the spectrum of Chinese society. Again, this is in 
keeping with practitioner and academic literature. For example, Sinha and Mayo (2012) 
observe that Chinese people across all demographic groupings ‘use creativity in myriad 
ways… to help solve problems… maximize their often-limited resources…[and] express 
their collective identity’ (p. 16). According to Niu and Kaufman (2013), the Chinese view 
creativity as ‘vital for survival, attainable by everyone, and able to be expended in 
different styles in different areas’ (p. 77).  
The final research question addressed the possibility - raised in the practitioner interviews 
- that people from different regions of China may respond very differently to advertising 
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creativity. One of the recurring frustrations voiced by practitioners was the dismissive 
attitude many of their clients hold towards consumers in lower tier cities in China. The 
prevailing belief amongst Chinese clients is, reportedly, that people from more rural  
and less developed regions of China are 1) less creative and innovative and 2) more 
conservative and traditional in their thinking. By implication, these consumers are less 
likely to understand and respond to advertising creativity; it is therefore a waste of time 
and money to invest in it. If it could be shown that lower tier consumers do not differ 
significantly from their higher tier counterparts in their response to, and appreciation of, 
creative advertising, then it would justify a change of attitude and strategic approach 
towards these same consumers. Thus, the fifth and final research question was: 
RQ5. Are consumers from higher tier Chinese cities more or less likely to respond 
positively to creative advertising messages than consumers from lower tier cities? 
This question and associated hypotheses (H11a, H11b and H12) were answered by means 
of the data collected from Chinese consumers across China and subsequently analysed 
through multigroup structural equation modeling.  
Hypotheses 11a and 11b proposed that there would be a difference in levels of individual 
creativity and uncertainty avoidance between consumers in higher tier (tier 1-2) and lower 
tier (tier 5-6) cities in China. These hypotheses arose from practitioner claims that Chinese 
advertising clients view lower tier consumers as uncreative and highly conservative – and 
thus less likely to respond to, or appreciate, creative advertising. The quantitative findings 
revealed that, in fact, there is no real difference in creativity or uncertainty avoidance 
between city tiers. While there were differences at an individual level (i.e. some 
individuals were more or less creative, or more or less uncertainty avoiding than others) 
this did not carry through to a perceivable difference at city tier level. T-tests between city 
tiers showed that there is no significant difference between tiers on either of these 
measures. That is, tier one and two consumers are not any more or less creative than their 
tier five and six counterparts, and conversely, neither are they more or less inclined to 
avoid uncertainty. Therefore, the hypotheses proposing that consumers from low tier cities 
are less creative and more likely to avoid uncertainty that their higher tier city counterparts 
are rejected.  This should also lead Chinese advertisers to re-think the assumption that 
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lower tier consumers are uncreative and highly conservative, and thus less responsive to 
creative advertising messages. 
The final hypothesis (H12), anticipated a difference between city tiers in the way Chinese 
consumers responded to advertising creativity. Analysis of the findings determined that 
there was, in fact, very little difference in the way consumers from high and low tier cities 
in China process, and respond to, creative advertising messages. Both groups responded 
positively to creative advertising (advertisements that were both divergent and relevant). 
Advertising creativity - for both groups - resulted in strongly, positive affective processing 
but very little cognitive processing. There was no evidence of a desire to postpone closure 
being induced for either consumer group. The positive affect produced by advertising 
creativity led, in turn, to favourable purchase and viewing intentions – at similar levels - 
for both high and low tier consumers4. As such, the hypothesis that consumers from high 
tier cities in China would respond more favourably to creative advertising than those from 
low tier cities was also rejected.  
Again, this supports the case being made by advertising practitioners in China, of the need 
and opportunity to harness creativity in order to make advertising messages more powerful 
and effective for all Chinese consumers, regardless of city tier.  
Other factors, not hypothesised, but also shown to be at play in the relationship between 
advertising creativity and consumer response include the age and education level of 
consumers. Gender was shown to have no significant impact on any of the relationships  
in the conceptual model. 
Age, for example, was shown to have a significant negative impact on the relationship 
between advertising creativity and cognitive processing (information search), suggesting 
that older people are less inclined to seek information in response to advertising than 
younger people. Age and education level also had a significant negative effect on the  
open mindedness component of cognitive processing, which - as proposed in Chapter Six - 
 
 
 
4 Positive affect – purchase intentions (Tier 1-2: β = 0.85, z = 17.78, p < 0.001; Tier 5-6: β = 0.94, z = 17.82, p < 0.001); 
Positive affect – viewing intentions (Tier 1-2: β = 0.85, z = 17.35, p < 0.001; Tier 5-6: β = 0.82, z = 14.37, p < 0.001) 
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suggests that younger, better-educated Chinese consumers are more cynical towards 
advertising than their elders. Thus, as Bell (2013) also recommends, advertising needs to 
work harder to connect and engage with these younger, more savvy consumers. 
7.3 LIMITATIONS OF THE STUDY 
Whilst various limitations of the methodology and data collection techniques were 
discussed as they arose in previous chapters, it is, nonetheless important to acknowledge 
limitations in light of future research opportunities.  
Firstly, whilst the study exposed tensions between agencies and their Chinese clients  
from an agency perspective, it would be useful to follow up these findings from a  
client perspective. 
Secondly, the use of an online questionnaire undoubtedly gave access to regions of China 
that had not previously been the focus of consumer or academic research. It nonetheless 
limited the sample to Chinese consumers who had the resources and computer literacy to 
participate. It could not hope to reach either the very elderly or the very poor, for example. 
A further limitation includes the use of only two product categories in the consumer  
survey. It is possible that product category – and indeed consumer involvement with the 
category – influences consumer response to advertising. Similarly, only television 
advertisements were shown in the survey. Although television is an important media 
choice in China, other media forms such as print, out-of-home and internet advertising  
still attract high levels of advertising spending and may be more appropriate for reaching 
different segments of the population (Hung, Gu & Tse 2005; Yeh & Zhang 2013).  
Additionally, there are many factors associated with advertising media that are known to 
impact on the way consumers process information, such as visibility, processing time and 
surrounding distractions (eg. Tavassoli & Lee 2003; Eastin et al. 2014). If, for example, a 
creative advertising poster in a crowded subway were shown to have a similarly positive 
effect on consumer processing as a creative television advertisement, this would provide 
further endorsement for the use of advertising creativity. 
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Another limitation of the study was that, in spite of efforts to improve the video quality of 
the advertisements shown in the final survey, the production values of the high creative 
ads were poorer than the low creative ads. Ideally, there should have been parity between 
the production quality of each of the advertisements shown. However, an interesting 
observation to emerge from this is highlighted in the next section. That is, the lower 
production values did not appear to detract from the overall creativity assessment of the 
advertisements. This may suggest that a creative idea that resonates with consumers is 
more impactful than high production values in consumers’ assessment of whether an 
advertisement is creative or not. It would be an interesting topic for future research. 
7.4 CONTRIBUTIONS OF THE STUDY 
This research makes a number of contributions - both academic and managerial - to 
existing knowledge around advertising creativity; particularly, but not limited to, a 
contemporary Chinese context. The following section outlines these contributions. 
7.4.1 Academic contributions 
In considering the theoretical contributions of this research, it is helpful to remember  
that the study was undertaken in two distinct phases – firstly, qualitative interviews  
with advertising practitioners operating in China and secondly, quantitative, quasi 
experiments undertaken with consumers across different city tiers across China. These 
phases respond to different research questions with distinctly divergent outcomes; as  
such each one makes a unique and distinct contribution to existing theory. Collectively, 
they have an even stronger impact – extending and contributing to existing knowledge 
across the four theoretical domains discussed in Chapters Two and Three – advertising 
creativity, information processing, individual creativity and cultural values. 
In particular, the combined qualitative and quantitative methodologies have led to a  
richer understanding of the impact of creativity from both a practitioner and consumer 
perspective than would otherwise have been possible. The research follows Sasser’s 
(2014) challenge to take research ‘out of the office’; embracing a spirit of creative 
collaboration whereby practitioners and scholars work together to challenge ‘traditional 
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norms and patterns’ in order to ‘spark more creative thinking’ on the issue of advertising 
creativity (p. 227).  
Thus, the first contribution the research makes is in bridging a gap between academia 
and industry. As Li (2012) suggests, ‘Advertising academics know little about the findings 
of applied research and [few] advertising practitioners could care less about the results  
of academic research’ (p. 550). In taking a practitioner perspective, this study and its 
outcomes thus respond to Li’s advice to academic researchers to ‘translate the findings  
of their studies into something that is understandable and useful to practitioners’ (p. 550).  
The second contribution of the study can be seen in the exposé it provides of practitioner 
views on many issues related to the advertising industry in China. It reveals tensions 
between agencies and their clients, differences in opinion between clients and agencies in 
how consumers should be regarded and communicated with, thoughts on the future of 
advertising creativity in China and an understanding of the perceived role and value of 
creativity in a Chinese agency context. Although these practitioner interviews undoubtedly 
raise more questions than they answer, the study opens up numerous possibilities for future 
research. At the same time, it provides fresh insights into the Chinese advertising industry 
- an area that has, until now, received relatively little attention.  
The qualitative phase began with an assessment of the situation for advertising creativity 
in China from the perspective of practitioners working ‘on the ground’ in order to 
determine research priorities most pertinent to the Chinese advertising industry. This led  
to a focus on Chinese consumers – particularly those from lower tier cities - adopted in  
the second phase of the study. In so doing, the study both contextualised research into 
advertising practice in China (Ewing, Windisch & Newton 2010), as well as ‘listening  
and responding to the perceptions and attitudes’ of Chinese consumers (p. 734).  
In addition, the research extends existing knowledge of Chinese consumers by surveying 
people from city tiers five and six. While there is an increasing understanding and interest 
in consumers from higher tier Chinese cities (one to four), until now there had been no 
research – academic or commercial - published about consumers in cities beyond tier four.  
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The research further contributes to academic knowledge by demonstrating that although 
Chinese consumers appreciate and respond to creativity, they do not necessarily process 
advertising in the same way that Western consumers do. The research extends Yang  
and Smith’s (2009) model of advertising creativity and consumer processing, taking it  
into a Chinese consumer context and testing the moderating effects of uncertainty 
avoidance and individual creativity. At first glance the findings appear to completely 
contradict Yang and Smith’s results. While Yang and Smith found that advertising 
creativity stimulates cognitive processing and triggers a desire to postpone closure, the 
Chinese research found the opposite. Rather, advertising creativity appeared to have no 
impact on cognitive processing in Chinese consumers.  
However, in keeping with Yang and Smith’s (2009) findings, the research also revealed 
that advertising creativity has a strong, positive impact on affective processing in Chinese 
consumers. This suggests that Chinese people may be more reliant on an affective and 
emotional processing style than on cognitive processing. In addition, it provides support 
for other, recent consumer research regarding the importance of emotion in mediating 
consumer responses to advertising and strengthening brand relationships (eg. Chong 2013; 
Taute, Peterson & Sierra 2014). In this way, the research takes accepted consumer 
processing theory further by testing it in the growing Chinese consumer market, with 
applications for local and international advertisers alike. 
Similarly, the research touches on a hitherto little-explored issue of the impact of 
individual creativity on affective processing. Most research to this point in time has 
considered the effect of mood and emotion on creativity (eg. Amabile et al. 2005) but  
there has not been much work done on the reverse possibility; that individual creativity 
impacts on affective processing. This study shows that individual creativity influences 
consumers’ emotional response to creative advertising. Thus, creative consumers may  
be expected to respond more positively to creative advertising that engages them on an 
affective level. 
A fifth contribution is to international advertising literature. The research goes beyond  
the most frequently investigated of Hofstede’s cultural dimensions (1980, 1991, 2001) - 
individualism versus collectivism – to consider the far less researched uncertainty 
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avoidance dimension (Lee & Yoo 2012). China has yet to be accurately categorised  
on the dimension of uncertainty avoidance (Jackson & Wang 2013) and this study did  
not provide any conclusive findings towards such a classification. Instead - and in  
keeping with de Mooij’s (2014) observations – while uncertainty avoidance was clearly 
present in individuals it could not be said to characterise either of the Chinese consumer 
groups that were studied. Nevertheless, as Lee and Yoo (2012) suggest, advertising 
research should consider uncertainty avoidance as a potentially important factor in the  
way consumers from different societies respond to advertising messages. Although the  
results of the study were not as hypothesised, uncertainty avoidance – at least at an 
individual level - was shown to impact on consumer processing of creative advertising. 
Hence, consumers who are prone to avoiding uncertainty may respond more positively  
to advertising that touches their emotions than messages that rely more heavily on 
cognitive processing. 
7.4.2 Managerial Implications 
There are many implications for management that can be derived from this research;  
the first being that city tiers do not provide an exact means of segmenting Chinese 
consumer markets. If precision is required, then it must be done at an individual,  
rather than a collective, level. As a recent report into Chinese consumer behaviour argues, 
consumer research ‘must move beyond geography, demographics and social groups’ 
(Chong 2013). That is not to say that city tiers are not a useful starting point for the 
development of marketing strategy, and a shorthand means of describing cultural and 
regional differences within China (Pawle et al. 2008; Thoughtful Media 2013). However, 
it is simplistic to believe that city tiers are a sufficient means of defining the characteristics 
a market as diverse and complex China (Schlick 2012). 
Secondly, there is no justification for assuming that Chinese consumers from lower tier 
cities will respond less favourably to creative advertising than those from higher tiers. 
Therefore, clients who dismiss low tier consumers as ‘ignorant peasants’ do so at their 
own peril. Indeed, advertising communication that fails to connect with Chinese 
consumers in a meaningful way will not succeed in winning their hearts – or their 
intentions to either purchase the product or view the ad again. Whether marketers  
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are seeking to develop international brands or just maintain a foothold in their local 
market, it is imperative to understand the consumer with whom they are communicating 
(Chong 2013).  
This points to the need for insightful, quality consumer research in China. Signs  
are emerging of innovative marketing research efforts such as Weiden + Kennedy’s 
Boomtown Stories or China Normal (chinanormal.com) which give insights into the  
lives and attitudes of Chinese youth in lower tier cities. With good quality intelligence, 
Chinese advertisers will be far better placed to understand and relate to their audiences.  
Above all, this study provides evidence that advertising creativity is an important  
tool for effective communication and, potentially, brand building in the Chinese  
marketplace. As Li et al. (2008) observe, ‘creative advertising does matter and can  
deliver tangible marketing outcomes. Therefore, advertisers should take necessary  
risks in encouraging their agencies to develop innovative advertising campaigns’  
(p. 117). Chinese marketers will need to be prepared to accept and invest in creativity  
if they are to succeed in building strong brands that will survive and compete in an 
increasingly crowded marketplace. Bonhomme, Christodoulides and Jevons (2010), for 
example, advocate a consumer-centric approach to marketing activity, finding that efforts 
to engage consumers positively impact on consumer-based brand equity. While their  
research focuses on user-generated content rather than consumer response to advertising, 
parallels can nonetheless be drawn between their findings and the findings of this study, 
with similar implications for Chinese advertising practitioners. That is, any attempt to 
better understand and connect with consumers should be viewed as an investment in  
brand equity and a competitive edge in a crowded marketplace. In addition, the use of  
an, ‘original, creative and different advertising strategy’ can help companies ‘develop 
higher brand awareness and positive perceptions of their brands’ (Jevons et al. 2013, p.3). 
This consumer phase of this research was, in part, premised on Smith and Yang’s (2009) 
assertion that, ‘any variable under managerial control that could reduce consumers’ 
resistance to persuasion would be highly valued’ (p. 936). The objective in exploring 
cultural values (uncertainty avoidance) and individual traits (consumer creativity) was to 
identify any aspect of Chinese consumer predisposition that was likely to either reduce or 
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enhance their response to advertising creativity. Practitioners, and their clients, could then 
take such factors into consideration when developing – and deciding upon – a creative 
strategy. Having demonstrated that creative advertising strongly impacts affective 
processing in Chinese consumers, the study also indicated that both individual creativity 
and uncertainty avoidance play a part in moderating the relationship between creative ads 
and positive emotion. Therefore, these characteristics should be taken into account when 
devising strategies to reach particular target audiences. However, it is even more important 
to realise that Chinese consumers from high and low city tiers alike are open to persuasion 
from creative advertising that engages them on an affective level. Indeed, advertising 
creativity was shown to have the same positive effect on Chinese consumers regardless  
of individual levels of creativity or uncertainty avoidance.  
Similarly, it is possible that the findings of this research may have implications for 
marketers who wish to communicate effectively with Chinese audiences in other parts of 
the world. For example, Matthew McDougall, CEO of a digital marketing agency, Digital 
Jungle, estimates that there are over 300,000 Chinese-speaking people in Sydney and 
Auckland alone, ‘waiting to be spoken to fluently by local companies and brands’; adding 
that ‘in a couple of years, the Chinese advertising market will be flooded… businesses 
[need] to connect with their audiences - and grab market share - before the competition 
does’ (Green 2014). Sinclair (2012) likewise points to the value of marketing efforts that 
are specifically and thoughtfully targeted to ethnic subcultures within a host nation, such 
as the large Chinese population in the USA. 
Another managerial implication to arise from the study is that high quality production 
values are less critical than engaging creative concepts for invoking positive consumer 
response to advertising. Although survey participants considered the production values of 
the high creative ads in the final survey to be lower than the low creative ads, they also 
judged the high creative ads to be ‘more creative’5. This provides support for a comment 
recently made by Jimmy Lam, Vice Chairman and Chief Creative Officer, North China of 
DDB China Group, who observed: ‘Some print and TV work produced in China, craft- 
wise, is world-class. I guess what is lacking is either the edginess or that consumer insight 
 
5 See Table 6.3 – Results of manipulation checks – main study  
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that really makes you move, makes you feel that this is real’ (Thoughtful Media 2014). So, 
while China’s production values are becoming increasingly competitive on a global stage, 
the challenge is for Chinese advertising creativity to keep pace. It further suggests that 
large production budgets are not a prerequisite for truly creative advertisements. 
However, as Turnbull (2013) suggests, creativity is a risky business for clients;  
particularly given the relative inexperience of Chinese marketers (Hung, Tse & Cheng 
2012). This therefore puts an onus on advertising agencies to work with their Chinese  
clients, to overcome their risk aversion, build their confidence and eventually, create 
success stories. In the words of one practitioner: ‘Demonstrating that good creative sells  
is the key… we need to be able to put a business case for creativity – then clients might 
buy into it. Until then, there’s no commitment from clients and therefore no incentive  
to strive to be creative. If Chinese clients could catch onto the idea that creativity  
actually helps effectiveness and increases profits, then they would probably be very  
keen to invest in it.’ (MD1_2010). As Leung and Hui (2014) advise, agencies operating  
in China have a responsibility to educate their clients with regard to ‘the importance of 
creativity in advertising and brand communications, as well as the importance of  
strategic thinking’ (p. 151). 
The final point to make, in considering the contribution of this study to both academic  
and practitioner knowledge, is that it was able to gain participation from consumers in  
tier five and six regions in China. Up until this point in time, little if any research, either 
commercial or academic, has been conducted beyond the third and fourth tiers in China 
(eg. Barton, Chen & Jin 2013; Chong 2013). This study goes some way to providing a 
more accurate portrayal of the attitudes and values and consumers in tiers five and six 
regions of China than has previously been available.  
7.5 FUTURE RESEARCH 
There are many possible avenues for future research raised by this study. In particular, the 
qualitative phase uncovered many themes, of which only one was chosen for exploration 
in this thesis. 
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The first recommendation for future research is an examination of Chinese client  
attitudes and perspectives of advertising creativity. As mentioned in the previous  
section, this study reports agency practitioner views of their clients’ perspectives. It  
would be a logical ‘next step’ to hear from the clients themselves. Indeed there was much 
evidence, at least from agency personnel, of tension and frustration in their relationships 
with clients. There appears to be growing body of research into the agency side of 
advertising in China, but as yet none that investigates the client side of the relationship. 
Given the collaborative nature of advertising practice and the role of the client in 
determining whether a creative campaign will run or not, a client perspective is an 
important one to consider (Lee & Yoo 2012). 
There may also be value in finding alternate means to survey consumers in lower tier  
cities and regions of China; to test attitudes and responses of those less able and less 
inclined to access internet surveys (eg. less educated, poorer people). While this may  
not be worthwhile from a marketing perspective in the short term, such research would 
inform advertising strategy for effectively reaching the more culturally, geographically  
and socially isolated areas of China in the longer term. Over time, such research would 
also serve to document the rate and impact of cultural change within China.  
Future research could also focus on creative advertising education in China. Advertising 
practitioners maintain that there is a shortage of creative talent and that Chinese education 
providers are not equipping their graduates for work in creative industries. Evidence 
suggests that the situation is changing; that there is a greater awareness of the need for 
industry and education providers to actively work together (Bao, Wang & Ren 2014). 
However, ongoing research and investment into creative advertising education in China 
would undoubtedly yield valuable results for both the Chinese advertising industry and  
the education sector.  
7.6 CONCLUDING REMARKS 
The literature suggests that advertising creativity is key to effective communication  
with consumers. This research reiterates that finding, yet goes beyond it to suggest that 
situation for advertising creativity in China is far more complex than it seems at first 
glance. According to practitioner reports, clients in China are, as yet, unconvinced of the 
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value and efficacy of advertising creativity. In addition, these same clients appear to have  
a simplistic and even mistaken view of their consumers - particularly those in lower tier 
regions. Yet, the quantitative findings of this research point to the fact that Chinese 
consumers appreciate and respond favourably to creative advertising, regardless of which 
city tier they are from. Additionally, the research demonstrates that Chinese consumers 
from so-called more urbanised, less traditional tier one and two cities are no more or less 
creative or conservative than their compatriots in the more rural, less developed tier five 
and six cities. The research did, however, expose a need for advertising clients and their 
agencies to better understand - and thus engage with – their Chinese consumers, both 
current and future. This research thesis has therefore responded to Sasser’s (2014) 
challenge to take international advertising creativity research ‘out of the office and  
into the field’, by examining both practitioner and consumer perspectives of the situation 
for advertising creativity in contemporary China.  
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APPENDIX A 
Summary of advertising creativity research 
Authors Publication Key concepts Definition Scale origin Sample 
 
Reliability 
Reid & 
Rotfield 
(1976) 
Journal of 
Advertising 
Creative people make more 
associations between research data than 
less creative people. Research is 
essential to the creative process, to 
facilitate development of associations 
New and 
useful 
Mednick’s Remote Associates Test 
(1963); 10 item, 7-point Attitudinal scale 
(Fishbein 1967); 10 item, 7-point Creative 
Ability scale (adapted from Berelson & 
Steiner n.d and Hafele 1962) 
5 ad 
creatives; 71 
university 
students  
(USA) 
Not reported 
Klebba & 
Tierney 
(1995) 
Journal of 
Current 
Issues & 
Research in 
Advertising 
Creatives in agencies may be 
negatively impacted by criticism and 
sense of being watched and constantly 
evaluated by their colleagues 
Novel and 
useful 
3 single-item questions, 5-point Self-
Perception of Creativity scale (adapted 
from Kirton 1989) 
75 ad 
students  
(USA) 
a=0.98 
Kover, 
Goldberg 
& James 
(1995) 
Journal of 
Advertising 
Research 
Consumers do not perceive incongruent 
or irrelevant advertising messages as 
either creative or persuasive; do not 
view effectiveness and creativity as 
separate factors. 
Novel and 
exciting 
9 item, 2-7-point scales measuring effect, 
liking, congruency (Heckler & Childers 
1992), typicality (Goodstein 1993), 
creativity (Ayer n.d), purchase interest, 
effectiveness and relevance 
69 
consumers 
(USA) 
Not reported 
Reid,  
King & 
DeLorme 
(1998) 
Journal of 
Advertising 
Advertising creativity has not declined 
but rather improved during the careers 
of the participants; although more 
complex pressures to deal with now 
Original, 
imaginative, 
goal directed 
and problem 
solving 
25 item, 5 point scale – Creativity-Related 
factors (adapted from Weilbacher 1993) 
83 
advertising 
creatives  
(USA) 
Not reported 
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Ang & 
Low 
(2000) 
Psychology 
& 
Marketing 
The most effective advertising occurs 
when unexpectedness is combined with 
positive emotions. Relevance not found 
to be a significant factor in this study 
Novel 
meaningful 
and 
emotional  
Expectancy: 4 item, 7-point scale (from 
Andrews & Smith 1996); Relevance: 2 
item, 7-point scale (source not reported); 
Emotion: 4 item, 5-point Feeling scale 
(from Edell & Burke 1987) 
160 
university 
students 
(Singapore) 
Expectancy 
a=0.92 
Relevance 
a=0.86 
Emotion: 
a=0.77 
Johar, 
Hoblrook 
& Stern 
(2001) 
Journal of 
Advertising 
The creative advertising process can be 
enhanced by generating large numbers 
of concepts, rotating or mixing up 
creative teams to maintain freshness 
and avoid predictable responses 
Novel and 
useful 
Qualitative analysis based on Frye's 
(1957) Anatomy of Criticism: divides all 
literature into four categories (comedy, 
tragedy, romance, and irony/satire) 
9 depth 
interviews; 5 
ad creative 
teams (USA) 
Not reported 
White, 
Shen & 
Smith 
(2002) 
Journal of 
Creative 
Behaviour 
Advertising practitioner and general 
public judgments of ad creativity are 
essentially the same as far as originality 
and logic or appropriateness ads. 
Evaluations differ in how the ad is 
executed or crafted  
Original, 
appropriate 
and well-
crafted 
15 ads evaluated using 15 item, 7-point 
Creative Product Semantic Differential 
Scale (CPSS) (adapted from Besemer & 
O’Quin 1986; 1989) 
43 agency 
personnel, 
189 
undergrads, 
61 general 
public (USA) 
 
El Murad 
& West 
(2003) 
Journal of 
Marketing 
Manage-
ment 
Higher levels of creativity are linked 
higher levels of risk-taking on the part 
of agency and clients 
New and 
untried ways 
of meeting a 
brief 
15 item, 7-point Personal Attitude to Risk 
scale (from Roselius 1971; Jacoby & 
Kaplan 1972); 10 item, 7-point Attitude to 
Risk in Ad Business scale (from West 
1998; Grey & Gordon 1978) 
115 ad 
creatives 
(UK) 
a=0.703 
Koslow, 
Sasser & 
Riordan 
(2003) 
 
Journal of 
Advertising 
Research 
Creatives view ads as more appropriate 
if they are ‘artistic’ while account 
executives view ads as more 
appropriate if they are ‘strategic’ 
Original and 
appropriate 
13 item (3 factor), 5-point Overall 
Creativity Scale (Amabile 1996) 
323 ad 
practitioners  
(USA) 
Strategy: 
a=0.83 
Artistry: 
a=0.87 
Originality: 
a=0.91 
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El Murad 
& West 
(2004) 
Journal of 
Advertising 
Research 
Advertising creativity differs from 
other forms of creativity (eg. the arts) 
in that it operates within a goal-directed 
and problem-solving context. To be 
effective, it must first be noticed, then 
have specified effect on the viewer 
New and 
relevant 
Literature review (advertising creativity 
research) 
Not 
applicable 
Not 
applicable 
Smith & 
Yang 
(2004) 
Marketing 
Theory 
Creative advertising defined as 
divergent and relevant, impacting on 
both cognitive and affective consumer 
processing. Call to develop scales to 
measure ad creativity  
Divergent 
and relevant 
Literature review (psychology, marketing 
and advertising) and practitioner 
commentary 
Not 
applicable 
Not 
applicable 
Till & 
Baack 
(2005) 
Journal of 
Advertising 
Creativity assists in unaided recall of 
an advertisement (immediate and over 
time) but makes no difference in aided 
recall. Creative ads not shown to 
impact on attitude to brand or purchase 
intent  
Novel and/or 
original 
Study 1 & 2: 7-point Brand Recall (eg. 
Keller, Heckler & Houston 1998; Stewart 
& Furse 1986); Familiarity scales (from 
Park 1976). Study 3: Adds purchase intent 
and brand attitude scales (Chapman & 
Aylesworth 1999; Chattopadhyay & Basu 
1990; Till & Busler 2000) 
173 
university 
students in 3 
studies 
(USA) 
a>0.97 
Koslow, 
Sasser & 
Riordan 
(2006) 
Journal of 
Advertising  
Marketers can enhance creative output 
of agencies by remaining open to new 
ideas, providing access to consumer 
research and allowing sufficient time to 
develop ideas. Budgets and formal ad 
testing do not appear to significantly 
impact agency creativity 
Original and 
appropriate 
26 item, 8 independent construct (eg. 
brief, client profile, budget), 7-point scale; 
9 item, 3 dependent construct (originality, 
strategy, artistry) 7-point scale (from 
Koslow, Sasser & Riordan 2003) 
357 ad 
practitioners 
(USA) 
Independent 
constructs: 
a>0.63 
Strategy: 
a=0.77 
Artistry: 
a=0.88 
Originality: 
a=0.89 
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Vanden 
Bergh & 
Stuhlfaut 
(2006) 
Mass 
Communi-
cation & 
Society 
Advertising creativity is the product of 
an interaction - between creators (art 
directors/copywriters), field (client and 
agency management) and domain 
(culture; past creativity) – rather than 
any one individual (eg. copywriter) 
Divergent 
and relevant 
Case study analysis (articles appearing in 
Agency magazine, 1991-2001) using 
Social Systems Model of Creativity 
(adapted from Csikszentmihalyi 1988) 
 
30 articles 
(USA) 
Not 
applicable 
Smith, 
Mackenzie, 
Yang, 
Buchholz 
& Darley 
(2007) 
Marketing 
Science 
Divergence is shown to be the leading 
indicator of ad creativity, in 
conjunction with relevance (ad to 
consumer and brand to consumer) also 
playing a significant role 
Divergent 
and relevant 
Divergence: 21 item, 7 factor scale 
(flexibility, fluency, originality, 
elaboration, synthesis, artistic value, 
imagination) (Guilford 1950, 1956, 1967); 
Torrance 1987; Smith & Yang 2004). 
Relevance: 9 item, 2 factor scale (ad to 
consumer, brand to consumer) adapted 
from Jarvis et al. (2003). Processing and 
response: 22 item, 6 factor scale (from 
MacInnis & Jaworski 1989); Production 
values: 4 item scale  
872 
university 
students; 38 
advertising/ 
marketing 
professionals
Final study: 
223 
university 
students 
(USA) 
Divergence: 
a=0.81-0.96 
Relevance: 
a=0.87-0.95 
Processing & 
response: 
a=0.91 
(averaged) 
Production 
values: 
a=0.87 
Ang, Lee 
& Leong 
(2007) 
Journal of 
the 
Academy of 
Marketing 
Science 
Novelty in advertisements may attract 
consumer attention, but for maximum 
effectiveness, ads also need to connect 
with the audience  
Novel, 
meaningful 
and 
connected 
24 item, 3 dependent construct (attitude, 
feeling, memory) 6-point scales (from 
Miniard et al. 1991; Edell & Burke 1987). 
Novelty, meaningfulness, connectedness: 
2 item, 6-point scales  
201 
university 
students 
(Singapore) 
a>0.87 
Baack, 
Wilson & 
Till (2008) 
Journal of 
Advertising 
Impact of creativity may be influenced 
by level of consumer involvement with 
the ad. Creative cinema ads had higher 
levels of recall; creative TV ads had 
higher recognition over time. Creative 
transit ads (airport) – limited 
processing time - no more effective 
than low creative ads in terms of recall 
Unique 
(divergent or 
novel) and 
meaningful 
(relevant, 
consumer 
involved) 
Study 1: 4 dependent variables (unaided 
brand, aided brand, unaided ‘any’, aided 
‘any’). Study 2: 20 commercials, forced 
choice (yes/no) recognition question with 
4 delay conditions (no delay; 1, 3, 5 week 
delay) 
Cinema: 
1231 
consumers 
Airport: 63 
consumers 
Study 2: 107 
university 
students  
(USA) 
Not reported 
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Sasser & 
Koslow 
(2008)  
Journal of 
Advertising 
Provides a tripartite framework and call 
to engage in advertising creativity 
research: People – clients, creatives 
and consumers of ads; Place – agency 
structure and culture, media and 
context for ads; Process – creative 
processes, consumer processing  
Original and 
appropriate 
Literature review (advertising creativity 
research) 
Not 
applicable 
Not 
applicable 
Li, Dou, 
Wang & 
Zhou 
(2008) 
Journal of 
Advertising 
Creative advertising is essential for 
positive campaign outcomes, but 
environmental factors may also affect 
creative impact - less in a dynamic 
market (rapidly changing consumer 
tastes and preferences) and more in a 
strongly competitive marketplace. 
Advertising strategy and effectiveness 
metrics need to take market conditions 
into account 
Divergent 
(original) 
and relevant 
(appropriate) 
Agency survey: 6 item (3 divergence/3 
relevance) 7-point Creativity scale 
adapted from Koslow, Sasser & Riordan 
(2003), measured with agency creatives. 
Advertiser survey: 4 item Campaign 
Outcome scale (from Korgaonkar, 
Moschis & Bellenger 1984); 3 item, 7-
point Market Dynamism and Competitive 
Intensity scales (from DeSarbo et al. 
2005) 
149 
agency/client 
pairs  
(China) 
a=0.86-0.92 
Dahlen, 
Rosengren 
& Torn 
(2008) 
Journal of 
Advertising 
Research 
Consumers interpret advertising 
creativity as a signal that the brand has 
something interesting to offer. Creative 
ads suggest effort and confidence on 
the part of the advertiser and the 
brand’s ability to deliver something 
different to the competition. Even 
‘wasteful’ creativity sends a positive 
brand message to the market 
Consumer 
determined 
response 
Methodology adapted from Toncar & 
Munch (2003); Ambler & Hollier (2004). 
Variables measured through 16 item 
survey (4 ad pairs) using open-ended 
questions, multiple choice, 7-point scales 
1284 
consumers 
(Sweden) 
Not reported 
West, 
Kover & 
Caruana 
(2008) 
Journal of 
Advertising 
Consumer definitions of creativity were 
balanced between originality and 
appropriateness whereas practitioner 
definitions placed more weight on 
appropriateness 
Original 
(new, novel) 
and 
appropriate  
1 item, 5-point Creativity scale (per ad 
from 10 viewed) 
52 ad 
practitioners 
428 
consumers 
(USA) 
a=0.76 
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Kilgour & 
Koslow 
(2009) 
Journal of 
the 
Academy of 
Marketing 
Science 
Divergent (or original) thinking 
techniques improve the creative output 
of account executives whereas 
convergent (or appropriate) thinking 
techniques help creatives produce 
better quality creative ideas 
Original and 
appropriate 
Created ads measured on 4 item, 7-point 
Originality scale and 3 item, 7-point 
Appropriateness scale 
114 ad 
practitioners 
44 students 
(USA) 
Original: 
a=0.89 
Appropriate: 
a=0.81 
Nyilasy & 
Reid 
(2009) 
Journal of 
Advertising 
Practitioners view creativity as 
‘omnipotent force’ in predicting 
advertising outcomes. Contrasts with 
relative lack of emphasis on creativity 
research on the part of advertising 
academics 
Unexpected 
and relevant 
28 in-depth interviews with practitioners.  
Grounded theory analysis 
28 ad 
practitioners  
(USA) 
Not 
applicable 
Yang & 
Smith 
(2009) 
 
Marketing 
Science 
Creative ads trigger a desire to 
postpone closure (DPC) in viewers, 
leading to increased open-mindedness 
and curiosity. Creativity also has 
positive impact on affective processing. 
Both conditions lead to increased 
purchasing and viewing behaviours 
Divergent 
and relevant 
Divergence: 5 item, 7-point scale and 
Relevance: 4 item, 7-point scale (Smith et 
al. 2007); DPC: 8 item, 7-point scale 
(Webster & Kruglanski 1994; Kardes et 
al. 2004); Affect: 3 item, 5-point scale 
(Watson et al. 1988); PI: 3 item, 7-point 
scale (MacKenzie et al. 1986; Smith & 
Swinyard 1988); VI: 3 item, 7-point scale; 
Production values: 4 item, 7-point scale 
(Smith et al. 2007); NFC: 2 item, 5-point 
scale (Cacioppo et al. 1996) 
351 
university 
students over 
3 studies 
(USA) 
Divergence: 
a=0.71 
Relevance: 
a=0.94 
DPC: a=0.94 
Affect: 
a=0.87 
PI:  a=0.83 
VI:  a=0.97 
Production:  
a=0.97 
NFC: a=0.63 
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Ashley & 
Oliver 
(2010) 
Journal of 
Advertising 
Creativity remains a vital part of 
advertising – at every stage of the 
process. Increasingly important in the 
face of increased agency 
accountability, time pressure, brand 
parity, consumer cynicism, media 
fragmentation and globalisation  
 
Novel and 
appropriate 
Grounded theory analysis of practitioner 
interviews appearing in Wall Street 
Journal Advertorial series, 1977-2007)  
 
120 articles  
(USA) 
Not 
applicable 
Sheinin, 
Varki & 
Ashley 
(2011) 
Journal of 
Advertising 
Novelty sparks short-term recall but 
usefulness promotes both long- and 
short-term recall 
Novel and 
useful 
11 item, 7 point scale (Altsech 1996; 
Koslow, Sasser & Riordan 2003) 
129 
university 
students 
(USA) 
Novelty 
a=0.87 
Usefulness 
a=0.78 
Ang, 
Leong, Lee 
& Lou 
(2012) 
Journal of 
Advertising 
 
Positive effects of ad novelty are 
enhanced by meaningfulness and 
connectedness. These combined 
dimensions are also shown to improve 
overall ad creativity perception as well 
as enhanced ad attitudes, positive 
feelings toward ads and ad recall 
 
Novel, 
meaningful 
and 
connected 
Ad creativity: single item, 7-point scale; 
Ad attitude: 8 item, 3 factor, 7-point 
scales (from Miniard et al. 1991); 
Feelings: 13 item, 5-point scale (from 
Edell and Burke 1987). Novelty: 2 item, 
7-point; Meaningfulness: 3 item, 7-point 
and Connectedness: 4 item, 7-point scales 
(from Ang, Lee & Leong 2007; Haberland 
& Dacin 1992) 
325 business 
students 
(Singapore) 
a>0.89 
Mallia, 
Windels & 
Broyles 
(2013) 
Journal of 
Advertising 
Research 
Advertising success depends on 
creativity. Creative directors (CD) 
mastermind the creative process and 
product, manage the team, build and 
maintain client–agency relationships. 
The role requires strong business sense 
combined with creative talent, yet most 
CDs operate instinctively, with no 
formal leadership training 
Novel, 
appropriate 
and strategic 
Field observations, formal interviews, 
informal conversations. Grounded theory 
analysis 
43 
advertising 
practitioners 
(USA) 
Not 
applicable 
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Rosengren, 
Dahlen & 
Modig 
(2013) 
 
Journal of 
Advertising 
Advertising creativity may have 
unintended, positive effects for 
stakeholders (apart from advertisers) 
such as increasing the perceived value 
of the media vehicle and enhancing 
consumer processing and creative 
capabilities following ad exposure 
 Study 1. Processing: open-ended time 
related question; Self report creativity: 
single item, 7-point scale, Actual 
creativity: Alternative Uses Test (Wison 
et al. 1954; Torrance 1966). Study 2. Own 
creativity: 4 item, 7-point scale. Study 3. 
Perceived media creativity: single item, 7-
point scale; Magazine value: 3 item, 7-
point scale (from Dahlen, Granlund & 
Grenros 2009) 
694 internet 
panel 
members (2 
studies) 
Study 3: 121 
business 
school 
attendees 
(Sweden) 
Alternative 
uses test: 
a=0.93 
Own 
creativity:  
a=0.96 
Study 3 
combined: 
a=0.86 
Sasser, 
Koslow & 
Kilgour 
2013 
Journal of 
Advertising 
Research 
Creative advertising may produce 
extraordinary results but involves risk 
for both agencies and clients that many 
are unwilling to take. Agencies and 
clients need to communicate so that the 
level of creativity produced aligns with 
the client’s willingness to take risk 
Original and 
appropriate 
14 item, 7 point scale from subjective 
Creativity scale (Koslow et al. 2003) and 
Creativity Index Formula (Koslow et al. 
2006; Sasser et al. 2007) 
 
207 
advertising 
agency 
personnel 
(USA) 
a>0.60 
Wang, 
Dou, Li & 
Zhou 
(2013) 
Journal of 
Advertising 
Agency creativity is influenced by a 
client’s willingness to embrace risk. 
When working with a risk-averse 
client, agencies are likely to constrain 
their creativity and present concepts 
that are only moderately original 
Original and 
appropriate  
Advertiser risk-taking: 4 item, 7-point 
scale (West & Berthon 1997); Creative 
qualification: 3 item, 7-point scale 
(Mishra, Heide & Cort 1998); Advertiser 
trust: 3 item, 7-point scale (Kumar, Scheer 
& Steenkamp 1995); Campaign 
originality: 4 item, 7-point (Koslow, 
Sasser & Riordan 2003); Market 
Uncertainty/Competitive Intensity: 3 item, 
7-point scales (Jaworski & Kohli 1993) 
200 
agency/client 
pairs  
(China) 
a=0.84-0.90 
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West,  
Caruana & 
Leelapan-
yalert 
(2013) 
Journal of 
Advertising 
Research 
The definition of advertising creativity, 
and the criteria adopted by judges in 
the majority of award shows, consists 
of originality, relevance and execution 
(originality and relevance are strongest 
determinants). Provides a benchmark 
for defining creativity in advertising 
Novel and 
appropriate  
33 open-ended questions followed by 
semi-structured telephone interviews. 
Grounded theory analysis (Corbin and 
Strauss 1990) 
 
10 creative 
award show 
organisers  
(USA, UK, 
France) 
Not 
applicable 
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APPENDIX B 
Summary of key creativity research and scale/assessment developments  
Scale name and origin  Scale type Scale description Strengths and limitations 
 
Sixteen Personality Factor 
Questionnaire (16PF; Cattell 
1943; 1946; 1948; Cattell, 
Eber & Tstsuoka 1970) 
Personality 185 multiple choice items: 16 primary factors; five 
second-order factors corresponding to ‘The Big 
Five’ (Plucker & Makel 2010) 
Earliest versions were considered too complex and 
could not be replicated (Barrick & Mount 1991). Since 
adapted for over 35 languages and cultures with good 
validity and reliability (Cattell & Mead 2008) 
Five Factor Model of 
Personality = The Big Five 
(FFM; Norman 1963) 
 
Personality Based on premise of five personality factors: 
agreeableness, conscientiousness, extraversion, 
emotional stability, and openness (Kaufman, 
Pumaccahua & Holt 2013). Derived from five 
personality factors of the original 16PF 
questionnaire (Barrick & Mount 1991) 
 
Extensively used across different theoretical 
frameworks, instruments and cultures (Barrick & 
Mount 1991). Does not correspond with the five 
Chinese personality factors (Yang & Bond 1990) but 
‘openness’ factor has been replicated across cultures 
(McCrae & Costa, 1997; McCrae & John 1992) 
(Cheung et al. 2008) 
Structure of Intellect Model 
(SOI; Guilford 1967) 
    
Divergent 
thinking 
Creativity defined as an element of divergent 
thought. Scale measures 24 types of divergent 
thinking: five thought processes (cognition, 
memory, evaluation, convergent and divergent 
production); four applications (figural, symbolic, 
semantic, behavioral) and six outputs (units, 
classes, relations, systems, transformations, 
implications) (Smith & Yang 2004; Plucker & 
Makel 2010) 
DT is just one aspect of creativity – ‘at best should be 
considered measure of creative potential’, not a 
measure of creativity (Piffer 2012) 
Remote Associates Test 
(RAT; Mednick & Mednick 
1967)   
Task based Task based assessment – 30 items (respondents 
required to find links between seemingly unrelated 
words) (Cropley 2000) 
Only measures one aspect of creativity without taking 
other constructs (eg. IQ) into account (Piffer 2012) 
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The Torrance Tests of 
Creative Thinking (TTCT; 
Torrance 1974) 
   
    
 
Divergent 
thinking 
Based upon many aspects of the SOI scale. Most 
commonly used test of divergent thinking. 
Can be misleading - ‘Its name suggests that other 
cognitive tests (eg. Working memory tests, general 
knowledge, IQ tests) are not tests of creative thinking’ 
(Piffer 2010 p.260). Widespread international use (eg. 
Aslan & Puccio 2006; Niu 2007; Wechsler 2006) 
(Charyton et al. 2009) 
Creative Personality Scale 
(CPS; Gough 1979) 
     
Personality Developed from the Adjective Check List (Gough 
& Heilbrun 1965): predicts high levels of creativity 
across multiple studies and diverse domains. Self-
report: respondents check off 18 positive and 12 
negatively scored items (Carson, Peterson & 
Higgins 2005) 
Only measures one aspect of creativity without taking 
other constructs (eg. IQ) into account (Piffer 2012) 
NEO Personality Inventory 
(NEO-PI; Costa & McCrae 
1985) 
Personality 181 item inventory which yields domain scores for 
the five broad factors of personality plus 8-item 
‘facet’ scales for subcomponents of 3 of these 
factors (Dollinger, Leong & Ulicni 1996; Costa & 
McCrae 2008) 
Sound psychometric properties and long-term 
reliability; has been validated against most commonly 
used personality inventories (eg. Hogan 1989; Leong 
& Dollinger 1990) (Dollinger, Leong & Ulicni 1996) 
NEO-Five Factor Inventory 
(NEO_FFI; Costa & McCrae 
1992) 
Personality Shortened version of the NEO –PI - 60 item scale 
(Costa & McCrae 2008) 
Offer a more readily accessible and convenient 
personality assessment tool than the larger NEO-PI 
(Costa & McCrae 2008) 
Revised NEO Personality 
Index (NEO-PI-R; Costa & 
McCrae 1985; 1989; 1992) 
Personality 240 item questionnaire assessing 30 specific traits 
within five factors of personality: neuroticism, 
extraversion, openness to experience, 
agreeableness, and conscientiousness (Allik & 
McCrae 2004) 
Provides comprehensive mapping of personality traits 
(Goldberg, 1993; Ozer & Reise, 1994) and appears to 
be universal (McCrae & Costa, 1997); replicated in 36 
cultures examined in McCrae (2002); could be useful 
for investigating correlations between personality and 
geography (Allik & McCrae 2004) 
Realistic, Investigative, 
Artistic, Social, Enterprising 
and Conventional (RIASEC; 
Holland 1973, 1997) 
 
Vocational Vocational scale, based on concept of six 
personality types - Realistic, Investigative, Artistic, 
Social, Enterprising and Conventional as a 
‘circular’ model (Long & Tracey 2006) 
Developed in the US, did not show good fit when 
tested on Chinese population: ‘care should be taken 
when using RIASEC scales in China as the meaning of 
the scales is not the same as it is in US contexts’ (Long 
& Tracey 2006, p. 48). Has been successfully applied 
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    to creativity theory (eg. Holland, Johnston, Hughey & 
Asama 1991; Kelly & Kneipp 2009; Zhang & Fan 
2007; Perrine & Brodersen 2005) (Kaufman, 
Pumaccahua & Holt 2013) 
Consensual Assessment 
Technique (CAT) (Amabile 
1982) 
   
Activity 
(self-report) 
The Consensual Assessment Technique is based on 
the idea that the best measure of the creativity of a 
work of art, a theory, or any other artefact is the 
combined assessment of experts in that field (Baer 
& McKool 2009). Based on task tests which are 
then judged by ‘experts’ 
Does not take into account ‘peer assessment’ of 
creative output – uses only ‘expert judges’ (Piffer 
2012). CAT research ‘marked by a distinct lack of 
predictive validity studies’ (Plucker & Makel 2010) 
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APPENDIX C 
Practitioner interview discussion guide 
 
Julie Bilby RMIT University 
PhD Business (Marketing) 
  
Advertising in China - Discussion Questions 
 
 
 
Introduction 
 
I am currently doing a PhD in Marketing, which I plan to complete in 2014. My reason 
for coming to China at this stage of my research is to meet with advertising 
academics and practitioners, both to follow up on some interviews I conducted in 
2010, and to prepare for my main data collection phase (in August 2013). 
 
My proposed research is an investigation into the effect of advertising creativity on 
consumers. Earlier research has found that creativity can induce a ‘desire to 
postpone closure’ in consumers – causing them to be more open-minded towards 
advertising messages. This would seem particularly important where consumers are 
cynical towards advertising or in a crowded media environment. However, to date the 
research and theoretical models have only focused on US consumers.  
 
There is little doubt that culture impacts on the way consumers process messages. In 
addition, it is highly likely that individual personality traits (such as creativity and risk 
aversion), also affect the way consumers respond to creative advertising messages. I 
am interested to see whether either - or both - of these factors act as moderators in 
the way consumers respond to ad creativity. 
 
In particular, I am focusing my attention on the Chinese consumer – not only 
because the China is viewed by the rest of the world as a growing market, but also 
because of the rapid social and cultural change that has taken place over the last few 
decades, and the resurgence that creative industries in general (not just advertising) 
are enjoying in China. 
 
The following questions are just a rough guide of the sorts of things I would like to 
discuss with you. We may not get through many of these questions, but I hope they 
give you an idea of the issues I would value your opinion on. 
 
 
 
Questions for discussion 
 
 
● What is your impression of the advertising industry in China? Is it changing, 
improving, internationally competitive, specific to the Chinese market (ie. does it 
translate globally or is it very market-specific)? 
 
 ● in your experience, does Chinese ad creativity 'look' different to western ad 
creativity? Are there specific Chinese tastes and characteristics that creativity taps 
into or addresses? 
 
 ● How do you think Chinese consumers respond to creative ads versus less creative 
ads? 
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● Can you think of any examples of really creative Chinese advertising?  
 
● Can you think of any examples of very uncreative Chinese advertising? 
 
 ● Do Chinese consumers appear to care about/appreciate/respond to more creative 
ads? 
 
 ● One of the aspects of ad creativity that I intend to explore is its ability (or 
otherwise) to encourage consumes to keep an open mind rather than shutting off as 
soon as they see an ad. Do you think this works with Chinese consumers? 
 
 ● Are there any cultural characteristics of Chinese consumers that you think would 
make them more or less open minded when it comes to advertising messages (eg. 
sense of pragmatism, sense of curiosity or fair play)? 
 
 ● Do you observe any differences between different segments of the Chinese 
population in how they respond to creativity in advertising? 
 
● What do you think is the way forward for advertising creativity in China? 
 
 ● Which form of media do you think is most effective in communicating with Chinese 
consumers?  
 
 ● As far as you have observed, is there anything in the way Chinese consumers 
process (or are persuaded by) advertising messages that differs from western 
consumers? 
 
● I hope to gain a broad spectrum of Chinese consumer opinion – comparing 
responses from consumers in the larger tier one cities with those of people living in 
more rural cities (tier 4 and lower). Are there any locations you would recommend 
conducting research in? 
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APPENDIX D 
Final questionnaire (English version) 
 
  
!
CHINA!FIELD!TEST!QUESTIONNAIRE!1!OCTOBER!2013!
!
• Study&1&(tier&1,2&cities&,&China)&&
• Study&2&(tier&5,6&cities&,&China)&
!
SECTION!1.!DEMOGRAPHICS!
!
This!section!asks!questions!about!you!and!your!household.!Remember!that!this!survey!is!
anonymous!so!no!one!will!be!able!to!identify!you!from!your!responses.!
!
1. Please!indicate!your!gender:!
Male! ! Female!
!
2. What!is!your!marital!status?!!
Single!!! Divorced!
Married!! Widowed!
!
3. To!which!of!the!following!age!group!do!you!belong?!!
Below!20!years!! 20F29!years!! 30F39!years!
40F49!years!! ! 50F59!years!! 60!years!and!above!
!
4. What!is!your!place!of!origin!in!China?&
!
City:!_______________________!! Province:!_______________________!!
!
5. Where!do!you!live!now?!_______________________!!
!
City:!_______________________!! Province:!_______________________!!
!
6. How!many!children!and!adults!(including!yourself)!are!living!at!your!current!place!of!residence?!!
!
No.!of!children!0F4!years!! _________!! No.!of!children!5F15!years! _________!
No.!of!adults!16F44!years! _________!! No.!of!adults!45F64!years! _________!
No.!of!adults!over!64!years! _________!! TOTAL!in!household:! ! !_________!
!
!
7. What!is!the!highest!level!of!education!you!have!attained?!!
Primary!school!and!below! ! ! Junior!middle!school!!
Senior!middle!school!! ! ! ! Diploma!holder!!
University!undergraduate!! ! ! University!postFgraduate!
!
8. Please!indicate!the!total!monthly!income!range!for!your!household!(RMB):!!
Less!than!999!!! 1000F1999!! ! 2000F2999!! ! 3000F3999!! !
4000F4999!! ! 5000F5999! ! 6000F6999!! ! 7000!F7999!! !
8000!F8999!! ! 9000!F9999!! ! 10000!and!above  
!
9. Do!you!have!a!TV!set!in!your!home?!
Yes! ! ! No!
!
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10. Do!you!have!a!computer!in!your!home?!!
Yes! ! ! No!
If!yes,!are!you!connected!to!the!internet?!
!
SECTION!1.!ADVERTISEMENT!1!
!
Please!watch!the!following!ad!and!answer!the!questions!below!AFTER!you!have!finished!
watching!it.!
!
Below!are!some!comments!about!the!ad!you’ve!just!seen,!and!your!responses!to!it.!Please!
tell!us!how!strongly!you!agree!with!each!of!the!following!statements!about!the!brand!you!
just!saw!advertised.!
!!
A.&Purchase&intentions&(DV)&–&7,point&scale&“Strongly&disagree&–&Strongly&agree”&(a=0.733)!
1. I!am!likely!to!purchase!the!advertised!brand!
2. I!would!consider!purchasing!the!advertised!brand!within!the!next!two!years!
3. If!I!saw!the!advertised!brand!in!a!store!tomorrow,!I!would!purchase!it 
4. I!would!like!to!look!for!more!information!about!the!advertised!brand!!
5. I!would!like!to!seek!advice!from!other!people!about!the!advertised!brand!
6. I!would!like!to!search!the!internet!for!more!information!on!the!advertised!brand! !
!
B.&Viewing&intentions&(DV)&,&7,point&scale&(a=0.866)!
What!is!the!probability!that!you!will!pay!attention!if!you!see!this!ad!on!TV!in!the!future?!
1. Very!unlikely–Very!likely!
2. Very!improbable–Very!probable!
C.&Ad&Creativity&–&Divergence&(IV)&,&Likert&1–7;&“Strongly&disagree–&Strongly&agree”&(a=0.677)&
&
1. The!ad!broke!away!from!stereotypical!thinking!!
2. The!ad!made!unusual!connections!!
3. The!ad!made!simple!ideas!become!more!interesting!!
4. The!ad!was!artistically!produced!!
D.&Ad&Creativity&–&Relevance&(IV)&,&Likert&1–7;&“Strongly&disagree–&Strongly&agree”&(a=0.856)&
&
1. The!message!in!the!ad!was!relevant!to!the!brand!
2. The!ad!addressed!issues!I!am!concerned!about!
3. The!advertised!product!fits!my!needs!well!
4. The!advertised!product!is!important!to!me 
&
E.&Production&Values&&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(a=0.850) 
!
1. The!audio!elements!of!the!ad!(eg.!music,!voiceFovers,!sound!effects!etc)!were!of!high!quality!
2. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!etc.)!were!of!high!quality!
RANDOMLY!INSERT!ONE!TEST!ADVERTISEMENT!HERE:!!
A!or!B;!C,!or!D!!!
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3. The!production!elements!of!the!ad!(sets,!props,!celebrities,!action!scenes,!special!effects,!etc.)!
were!of!high!quality!
F.&Cognitive&processing&(DPC)&(Me)&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(a=0.725)&
&
1. I!did!not!want!to!reach!a!conclusion!about!the!advertised!brand!too!quickly!
2. I!found!it!hard!to!make!a!decision!about!the!advertised!brand!
3. I!did!not!want!to!apply!my!previous!impression!to!the!advertised!brand!immediately!
4. I!still!have!not!made!up!my!mind!regarding!the!brand!
5. !!I!wish!I!could!have!more!information!available!to!judge!the!advertised!brand&
&
G.&Affective&processing&(Me)&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(a=0.782)&
&
1. Watching!the!ad!made!me!feel!inspired!
2. The!ad!was!really!interesting!
3. I!felt!excited!when!I!watched!the!ad 
When!we!talk!about!brand!we!mean!the!identifying!name!(eg.!Lipton).!When!we!talk!about!
the!product,!we!mean!the!item!itself!(eg.!tea).!When!we!talk!about!product!category!we!
mean!the!class!the!product!belongs!to!(eg.!beverages).!!
!
How!strongly!do!you!agree!with!these!statements!about!the!brand,!product!and!product!
category!you!saw!in!the!ad?!
!
J.&Familiarity&with&brand,&product&and&product&category&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&
(a=0.738)&
1. This!is!a!product!I!could!talk!about!for!a!long!time!
2. This!is!a!product!that!interests!me!
3. This!is!a!product!I!have!a!need!for!
4. I!am!very!familiar!with!this!brand!
5. I!usually!purchase!the!same!brand!within!this!product!category!
6. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!product!category&
&
What!was!the!product!you!saw!advertised?!
What!was!the!brand!you!saw!in!the!ad?!
!
!
End!of!questions!for!Advertisement!1.!
!
!
SECTION!2.!INDIVIDUAL!AND!CULTURAL!VALUES!!
!
Below!are!some!statements!about!the!way!you!process!ideas.!Please!indicate!how!accurately!
these!comments!describe!you.!Remember,!there!are!no!right!or!wrong!answers.!
!
A.&Cognitive&processing&(Need&for&Cognition)&(Me)&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”!
(a=0.723)&
How!well!do!these!statements!describe!you?!!
1. I!don’t!like!to!do!a!lot!of!thinking*!
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2. I!try!to!avoid!situations!that!require!thinking!in!depth!about!something*!
3. I!prefer!complex!to!simple!problems!
B.#Consumer#Innovativeness#–#(Mo)5&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(new&scale)#
How!well!do!these!statements!fit!with!your!own!views?!
1. In!general,!I!am!among!the!first!in!my!circle!of!friends!to!purchase!a!new!product!
2. Compared!to!my!friends,!I!do!more!shopping!
3. In!general,!I!am!the!first!in!my!circle!of!friends!to!know!the!names!of!the!latest!products!on!the!
market!!
C.&Individual&Creativity&(IC)&–&(Mo)&–&Likert&1,7;&“Very&inaccurate–Very&accurate”&(a=0.833)&
How!accurately!do!the!following!statements!describe!you?!
!
1. I!believe!in!the!importance!of!art!!
2. I!see!beauty!in!things!that!others!might!not!notice!!
3. I!am!interested!in!science!!
4. I!would!love!to!explore!strange!places!!
5. I!have!a!vivid!imagination!!
6. I!am!full!of!ideas!!
7. I!often!come!up!with!something!new!!
8. I!love!to!think!up!new!ways!of!doing!things!!
9. I!have!excellent!ideas!!
10. I!enjoy!hearing!new!ideas!!
11. I!enjoy!thinking!about!things!!
12. I!would!describe!myself!as!a!creative!person!
E.&Cultural&Uncertainty&Avoidance&(UA)&–&(Mo)&–&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(a=0.859)&
How!well!do!these!statements!fit!with!your!own!views?!
1. It!is!important!to!have!instructions!spelled!out!in!detail!so!that!I!always!know!what!I’m!
expected!to!do!
2. It!is!important!to!closely!follow!instructions!and!procedures!
3. Rules!and!regulations!are!important!because!they!inform!me!of!what!is!expected!of!me!
4. Standardized!work!procedures!are!helpful!
5. Instructions!for!operations!are!important!
&
F.&Attitude&towards&Advertising–&Likert&1–7;&“Strongly&disagree–Strongly&agree”&(new&scale)&
&
1. Advertising!helps!me!keep!upFtoFdate!about!products!and!services!that!I!need!or!would!like!to!
have!
2. Advertising!is!more!manipulative!than!it!is!informative;!!
3. On!average,!brands!that!are!advertised!are!better!in!quality!than!brands!that!are!not!advertised!
!
G.&Media&Consumption&&
!
1. Please!indicate!whether!you!watch!television!for!each!oneFhour!period!during!the!primetime!
hours!from!7:00!p.m.!to!10:00!p.m.!on!a!typical!weekday!!
2. Please!indicate!whether!you!watch!television!for!each!oneFhour!period!during!the!primetime!
hours!from!7:00!p.m.!to!10:00!p.m.!on!Saturday!and!Sunday!!
3. Please!indicate,!on!average,!how!many!hours!a!day!you!spend!on!the!internet!for!study!or!
research!!
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SECTION!4.!ADVERTISEMENT!2!
!
!
Please!watch!the!following!ad!and!answer!the!questions!below!AFTER!you!have!finished!
watching!it.!
!
Below!are!some!comments!about!the!ad!you’ve!just!seen,!and!your!responses!to!it.!Please!
tell!us!how!strongly!you!agree!with!each!of!the!following!statements!about!the!brand!you!
just!saw!advertised.!
!!
A.&Purchase&intentions&(DV)&–&7,point&scale&“Strongly&disagree&–&Strongly&agree”!
1. I!am!likely!to!purchase!the!advertised!brand!
2. I!would!consider!purchasing!the!advertised!brand!within!the!next!two!years!
3. If!I!saw!the!advertised!brand!in!a!store!tomorrow,!I!would!purchase!it 
4. I!would!like!to!look!for!more!information!about!the!advertised!brand!!
5. I!would!like!to!seek!advice!from!other!people!about!the!advertised!brand!
6. I!would!like!to!search!the!internet!for!more!information!on!the!advertised!brand! !
!
B.&Viewing&intentions&(DV)&,&7,point&scale!
What!is!the!probability!that!you!will!pay!attention!if!you!see!this!ad!on!TV!in!the!future?!
1. Very!unlikely–Very!likely!
2. Very!improbable–Very!probable!
C.&Ad&Creativity&–&Divergence&(IV)&,&Likert&1–7;&“Strongly&disagree–&Strongly&agree”&
&
1. The!ad!broke!away!from!stereotypical!thinking!!
2. The!ad!made!unusual!connections!!
3. The!ad!made!simple!ideas!become!more!interesting!!
4. The!ad!was!artistically!produced!!
D.&Ad&Creativity&–&Relevance&(IV)&,&Likert&1–7;&“Strongly&disagree–&Strongly&agree”&
&
1. The!message!in!the!ad!was!relevant!to!the!brand!
2. The!ad!addressed!issues!I!am!concerned!about!
3. The!advertised!product!fits!my!needs!well!
4. !The!advertised!product!is!important!to!me 
&
E.&Production&Values&&,&Likert&1–7;&“Strongly&disagree–Strongly&agree” 
!
1. The!audio!elements!of!the!ad!(eg.!music,!voiceFovers,!sound!effects!etc)!were!of!high!quality!
2. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!etc.)!were!of!high!quality!
3. The!production!elements!of!the!ad!(sets,!props,!celebrities,!action!scenes,!special!effects,!etc.)!
were!of!high!quality!
F.&Cognitive&processing&(DPC)&(Me)&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&
RANDOMLY!INSERT!ONE!TEST!ADVERTISEMENT!HERE:!
If!ad!A!or!B!in!section!1,!insert!ad!B!or!A.!If!ad!C!or!D!in!section!1,!insert!ad!D!or!C!here!!
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&
1. I!did!not!want!to!reach!a!conclusion!about!the!advertised!brand!too!quickly!
2. I!found!it!hard!to!make!a!decision!about!the!advertised!brand!
3. I!did!not!want!to!apply!my!previous!impression!to!the!advertised!brand!immediately!
4. I!still!have!not!made!up!my!mind!regarding!the!brand!
5. !!I!wish!I!could!have!more!information!available!to!judge!the!advertised!brand&
&
G.&Affective&processing&(Me)&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&
&
1. Watching!the!ad!made!me!feel!inspired!
2. The!ad!was!really!interesting!
3. I!felt!excited!when!I!watched!the!ad!
&
When!we!talk!about!brand!we!mean!the!identifying!name!(eg.!Lipton).!When!we!talk!about!
the!product,!we!mean!the!item!itself!(eg.!tea).!When!we!talk!about!product!category!we!
mean!the!class!the!product!belongs!to!(eg.!beverages).!!
!
How!strongly!do!you!agree!with!these!statements!about!the!brand,!product!and!product!
category!you!saw!in!the!ad?!
!
J.&Familiarity&with&brand,&product&and&product&category&,&Likert&1–7;&“Strongly&disagree–Strongly&agree”&
1. This!is!a!product!I!could!talk!about!for!a!long!time!
2. This!is!a!product!that!interests!me!
3. This!is!a!product!I!have!a!need!for!
4. I!am!very!familiar!with!this!brand!
5. I!usually!purchase!the!same!brand!within!this!product!category!
6. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!product!category&
&
What!was!the!product!you!saw!advertised?!
What!was!the!brand!you!saw!in!the!ad?!
Comparing!the!two!ads!you!watched!in!this!survey,!which!ad!do!you!think!was!more!creative?!
☐ The!first!advertisement!was!the!most!creative!! ☐ The!second!advertisement!was!the!most!
creative!
This!is!the!end!of!the!questionnaire.!
Thank!you!very!much!for!your!participation.&
!
TEST!ADVERTISEMENTS!
!
Product!Category!1!1!Low!involvement!(Chewing!gum)!
Advertisement!A:!30Fsecond!Chinese!TV!ad!–!high!creative!–!Mentos!(sweet!breath)!
http://www.youtube.com/watch?v=W99WPxYE8YM!
Advertisement!B:!30Fsecond!Chinese!TV!ad!!–!low!creative!–!Doublemint!(ox!cart)!
http://v.youku.com/v_show/id_XNTU5OTQ3MTE2.html!
!
Product!Category!2!1!High!Involvement!(Washing!machine)!
Advertisement!C:!30Fsecond!Chinese!TV!ad!–!high!creative!–!Haier!(cleaning!fish)!
http://v.youku.com/v_show/id_XNDM5ODA4ODcy.html!
Advertisement!D:!30Fsecond!Chinese!TV!ad!!–!low!creative!–!Panasonic!(family)!
http://www.youtube.com/watch?v=f91WbsLeFck!
!
!
!!!
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APPENDIX E 
Pretest 1 questionnaire 
   
1 
ADVERTISING+CREATIVITY+IN+CHINA+–+PRETEST+1+
+
SEPTEMBER+2013+
!
+
+
RESEARCHER+STATMENT+
+
I!am!currently!doing!a!PhD!in!Marketing!here!at!RMIT,!in!the!School!of!Economics,!Finance!and!Marketing.!
My!PhD!topic!is!Advertising!Creativity!in!China.!I!have!been!working!on!it!now!since!March!2010!and!hope!
to!finish!it!in!March!2014.!
!
The!data! collected! from! this!will! form!part! of!my!PhD! research.! Your! responses!will! help! to!prepare! a!
series!of!online!surveys!that!will!run!in!China!in!October!2013.!
!
If! you!have! any! questions! about! this! survey! or! are! interested! in! the! final! results! of!my! study,! you! are!
welcome!to!email!me!at!any!time:!julie.bilby@rmit.edu.au!
!
Thank!you!for!your!help!in!this.!I!hope!you!enjoy!watching!these!ads!and!answering!the!questions.!
+
+
PARTICIPANT+INFORMATION++
+
Your!involvement!in!this!survey!is!entirely!voluntary,!and!your!responses!will!be!treated!as!completely!
confidential.!This!is!an!anonymous!questionnaire.!We!don’t!need!you!to!tell!us!who!you!are,!so!your!
identity!can!never!be!linked!back!to!your!responses.!!
!
The!questionnaire!will!take!about!15S20!minutes!to!complete.!!
!
There!are!no!right!or!wrong!answers!for!this!questionnaire.!
+
Please+watch+the+following+ad+and+answer+the+questions+on+page+2.+
!
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2 
ADVERTISEMENT+1.+
+
A.+Below+are+some+comments+about+the+ad+you’ve+just+seen.+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + + + + + + +
+
1. The!ad!was!out!of!the!ordinary! + +
+
+
+
+
+
+
+
+
+
+
+
+
+2. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!was!unique!! ! ! ! ! ! ! !
4. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
6. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!contained!numerous!details!! !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!was!visually/verbally!distinctive!! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. The!ad!made!ideas!come!to!life!graphically/verbally! !
!
!
!
!
!
!
!
!
!
!
!
!
!10. The!meaning!of!the!ad!was!ambiguous! !
!
!
!
!
!
!
!
!
!
!
!
!
!11. There!could!be!multiple!meanings!associated!with!the!ad! ! ! ! ! ! ! !
12. It!took!me!a!while!to!understand!the!ad! ! ! ! ! ! ! !
13. I!had!to!guess!the!main!message!of!the!ad! ! ! ! ! ! ! !
+
B.+All+things+considered,+how+creative+was+the+ad+compared+to+the+average+television+ad?+Tell+us+how+
strongly+you+agree+or+disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
!
14. In!general,!the!ad!was!creative! ! ! ! ! ! ! !
15. In!general,!the!ad!was!innovative! ! ! ! ! ! ! !
16. The!ad!had!an!unusual!twist!to!it! ! ! ! ! ! ! !
17. The!ad!was!not!what!I!expected! ! ! ! ! ! ! !
18. The!ad!contained!more!details!than!expected!! ! ! ! ! ! ! !
19. The!ad!was!artistically!produced! ! ! ! ! ! ! !
20. The!ad!was!very!humorous! ! ! ! ! ! ! !
21. The!audio!elements!of!the!ad!(eg.!music,!voiceSovers,!sound!
effects!etc)!were!of!high!quality!
! ! ! ! ! ! !
22. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!
etc.)!were!of!high!quality!
! ! ! ! ! ! !
23. The!production!elements!of!the!ad!(sets,!props,!celebrities,!
action!scenes,!special!effects,!etc.)!were!of!high!quality!
! ! ! ! ! ! !
24. Overall,!it!must!have!cost!a!lot!of!money!to!produce!the!ad! ! ! ! ! ! ! !
!
Continued!on!next!page…!please!turn!over!
+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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3 
C.+How+well+do+the+ad+and+product+relate+to+your+needs?!Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
+
25. The!ad!was!very!relevant!to!me!! ! ! ! ! ! ! !
26. The!ad!spoke!to!my!concerns! ! ! ! ! ! ! !
27. The!ad!said!something!important!to!me!! ! ! ! ! ! ! !
28. The!ad!touched!my!emotions! ! ! ! ! ! ! !
29. I!felt!very!happy!after!I!watched!the!ad! ! ! ! ! ! ! !
30. The!ad!made!me!smile! ! ! ! ! ! ! !
31. The!ad!was!meaningful!to!me! ! ! ! ! ! ! !
32. I!didn’t!find!the!ad!very!funny! ! ! ! ! ! ! !
33. The!advertised!product/service!fits!my!needs!well!! ! ! ! ! ! ! !
34. The!advertised!product/service!is!right!for!me!! ! ! ! ! ! ! !
35. I!do!NOT!care!about!this!product/service!! ! ! ! ! ! ! !
36. The!advertised!product/service!is!important!to!me! ! ! ! ! ! ! !
+
D.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).+How+strongly+do+you+agree+with+these+statements+
about+the+brand,+product+and+product+category+you+saw+in+the+ad?+
!
+
37. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
38. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
39. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!
product!category!
! ! ! ! ! ! !
40. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
41. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
42. Compared!to!other!decisions,!choosing!to!buy!this!product!isn't!
very!important!
! ! ! ! ! ! !
43. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
44. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
45. Purchasing!a!product!from!this!category!is!not!a!very!important!
decision!
! ! ! ! ! ! !
!
46.!What!was!the!product!you!saw!in!the!advertisement?!
!
47.!What!was!the!brand?!
+
End+of+questions+for+Advertisement+1.+Please+wait+until+you+are+instructed+to+turn+the+page!
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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4 
ADVERTISEMENT+2.+
+
A.+Below+are+some+comments+about+the+ad+you’ve+just+seen.+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + + + + + + +
+
1. The!ad!was!out!of!the!ordinary! + +
+
+
+
+
+
+
+
+
+
+
+
+
+2. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!was!unique!! ! ! ! ! ! ! !
4. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
6. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!contained!numerous!details!! !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!was!visually/verbally!distinctive!! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. The!ad!made!ideas!come!to!life!graphically/verbally! !
!
!
!
!
!
!
!
!
!
!
!
!
!10. The!meaning!of!the!ad!was!ambiguous! !
!
!
!
!
!
!
!
!
!
!
!
!
!11. There!could!be!multiple!meanings!associated!with!the!ad! ! ! ! ! ! ! !
12. It!took!me!a!while!to!understand!the!ad! ! ! ! ! ! ! !
13. I!had!to!guess!the!main!message!of!the!ad! ! ! ! ! ! ! !
+
B.+All+things+considered,+how+creative+was+the+ad+compared+to+the+average+television+ad?+Tell+us+how+
strongly+you+agree+or+disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
!
14. In!general,!the!ad!was!creative! ! ! ! ! ! ! !
15. In!general,!the!ad!was!innovative! ! ! ! ! ! ! !
16. The!ad!had!an!unusual!twist!to!it! ! ! ! ! ! ! !
17. The!ad!was!not!what!I!expected! ! ! ! ! ! ! !
18. The!ad!contained!more!details!than!expected!! ! ! ! ! ! ! !
19. The!ad!was!artistically!produced! ! ! ! ! ! ! !
20. The!ad!was!very!humorous! ! ! ! ! ! ! !
21. The!audio!elements!of!the!ad!(eg.!music,!voiceSovers,!sound!
effects!etc)!were!of!high!quality!
! ! ! ! ! ! !
22. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!
etc.)!were!of!high!quality!
! ! ! ! ! ! !
23. The!production!elements!of!the!ad!(sets,!props,!celebrities,!
action!scenes,!special!effects,!etc.)!were!of!high!quality!
! ! ! ! ! ! !
24. Overall,!it!must!have!cost!a!lot!of!money!to!produce!the!ad! ! ! ! ! ! ! !
!
Continued!on!next!page…!please!turn!over!
+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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5 
C.+How+well+do+the+ad+and+product+relate+to+your+needs?!Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
+
25. The!ad!was!very!relevant!to!me!! ! ! ! ! ! ! !
26. The!ad!spoke!to!my!concerns! ! ! ! ! ! ! !
27. The!ad!said!something!important!to!me!! ! ! ! ! ! ! !
28. The!ad!touched!my!emotions! ! ! ! ! ! ! !
29. I!felt!very!happy!after!I!watched!the!ad! ! ! ! ! ! ! !
30. The!ad!made!me!smile! ! ! ! ! ! ! !
31. The!ad!was!meaningful!to!me! ! ! ! ! ! ! !
32. I!didn’t!find!the!ad!very!funny! ! ! ! ! ! ! !
33. The!advertised!product/service!fits!my!needs!well!! ! ! ! ! ! ! !
34. The!advertised!product/service!is!right!for!me!! ! ! ! ! ! ! !
35. I!do!NOT!care!about!this!product/service!! ! ! ! ! ! ! !
36. The!advertised!product/service!is!important!to!me! ! ! ! ! ! ! !
+
D.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).+How+strongly+do+you+agree+with+these+statements+
about+the+brand,+product+and+product+category+you+saw+in+the+ad?+
!
+
37. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
38. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
39. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!
product!category!
! ! ! ! ! ! !
40. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
41. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
42. Compared!to!other!decisions,!choosing!to!buy!this!product!isn't!
very!important!
! ! ! ! ! ! !
43. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
44. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
45. Purchasing!a!product!from!this!category!is!not!a!very!important!
decision!
! ! ! ! ! ! !
!
46.!What!was!the!product!you!saw!in!the!advertisement?!
!
47.!What!was!the!brand?!
+
End+of+questions+for+Advertisement+2.+Please+wait+until+you+are+instructed+to+turn+the+page+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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6 
ADVERTISEMENT+3.+
+
A.+Below+are+some+comments+about+the+ad+you’ve+just+seen.+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + + + + + + +
+
1. The!ad!was!out!of!the!ordinary! + +
+
+
+
+
+
+
+
+
+
+
+
+
+2. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!was!unique!! ! ! ! ! ! ! !
4. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
6. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!contained!numerous!details!! !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!was!visually/verbally!distinctive!! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. The!ad!made!ideas!come!to!life!graphically/verbally! !
!
!
!
!
!
!
!
!
!
!
!
!
!10. The!meaning!of!the!ad!was!ambiguous! !
!
!
!
!
!
!
!
!
!
!
!
!
!11. There!could!be!multiple!meanings!associated!with!the!ad! ! ! ! ! ! ! !
12. It!took!me!a!while!to!understand!the!ad! ! ! ! ! ! ! !
13. I!had!to!guess!the!main!message!of!the!ad! ! ! ! ! ! ! !
+
B.+All+things+considered,+how+creative+was+the+ad+compared+to+the+average+television+ad?+Tell+us+how+
strongly+you+agree+or+disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
!
14. In!general,!the!ad!was!creative! ! ! ! ! ! ! !
15. In!general,!the!ad!was!innovative! ! ! ! ! ! ! !
16. The!ad!had!an!unusual!twist!to!it! ! ! ! ! ! ! !
17. The!ad!was!not!what!I!expected! ! ! ! ! ! ! !
18. The!ad!contained!more!details!than!expected!! ! ! ! ! ! ! !
19. The!ad!was!artistically!produced! ! ! ! ! ! ! !
20. The!ad!was!very!humorous! ! ! ! ! ! ! !
21. The!audio!elements!of!the!ad!(eg.!music,!voiceSovers,!sound!
effects!etc)!were!of!high!quality!
! ! ! ! ! ! !
22. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!
etc.)!were!of!high!quality!
! ! ! ! ! ! !
23. The!production!elements!of!the!ad!(sets,!props,!celebrities,!
action!scenes,!special!effects,!etc.)!were!of!high!quality!
! ! ! ! ! ! !
24. Overall,!it!must!have!cost!a!lot!of!money!to!produce!the!ad! ! ! ! ! ! ! !
!
Continued!on!next!page…!please!turn!over!
+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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7 
C.+How+well+do+the+ad+and+product+relate+to+your+needs?!Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
+
25. The!ad!was!very!relevant!to!me!! ! ! ! ! ! ! !
26. The!ad!spoke!to!my!concerns! ! ! ! ! ! ! !
27. The!ad!said!something!important!to!me!! ! ! ! ! ! ! !
28. The!ad!touched!my!emotions! ! ! ! ! ! ! !
29. I!felt!very!happy!after!I!watched!the!ad! ! ! ! ! ! ! !
30. The!ad!made!me!smile! ! ! ! ! ! ! !
31. The!ad!was!meaningful!to!me! ! ! ! ! ! ! !
32. I!didn’t!find!the!ad!very!funny! ! ! ! ! ! ! !
33. The!advertised!product/service!fits!my!needs!well!! ! ! ! ! ! ! !
34. The!advertised!product/service!is!right!for!me!! ! ! ! ! ! ! !
35. I!do!NOT!care!about!this!product/service!! ! ! ! ! ! ! !
36. The!advertised!product/service!is!important!to!me! ! ! ! ! ! ! !
+
D.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).+How+strongly+do+you+agree+with+these+statements+
about+the+brand,+product+and+product+category+you+saw+in+the+ad?+
!
+
37. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
38. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
39. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!
product!category!
! ! ! ! ! ! !
40. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
41. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
42. Compared!to!other!decisions,!choosing!to!buy!this!product!isn't!
very!important!
! ! ! ! ! ! !
43. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
44. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
45. Purchasing!a!product!from!this!category!is!not!a!very!important!
decision!
! ! ! ! ! ! !
!
46.!What!was!the!product!you!saw!in!the!advertisement?!
!
47.!What!was!the!brand?!
!
End+of+questions+for+Advertisement+3.+Please+wait+until+you+are+instructed+to+turn+the+page+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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8 
ADVERTISEMENT+4.+
+
A.+Below+are+some+comments+about+the+ad+you’ve+just+seen.+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + + + + + + +
+
1. The!ad!was!out!of!the!ordinary! + +
+
+
+
+
+
+
+
+
+
+
+
+
+2. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!was!unique!! ! ! ! ! ! ! !
4. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
6. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!contained!numerous!details!! !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!was!visually/verbally!distinctive!! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. The!ad!made!ideas!come!to!life!graphically/verbally! !
!
!
!
!
!
!
!
!
!
!
!
!
!10. The!meaning!of!the!ad!was!ambiguous! !
!
!
!
!
!
!
!
!
!
!
!
!
!11. There!could!be!multiple!meanings!associated!with!the!ad! ! ! ! ! ! ! !
12. It!took!me!a!while!to!understand!the!ad! ! ! ! ! ! ! !
13. I!had!to!guess!the!main!message!of!the!ad! ! ! ! ! ! ! !
+
B.+All+things+considered,+how+creative+was+the+ad+compared+to+the+average+television+ad?+Tell+us+how+
strongly+you+agree+or+disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
!
14. In!general,!the!ad!was!creative! ! ! ! ! ! ! !
15. In!general,!the!ad!was!innovative! ! ! ! ! ! ! !
16. The!ad!had!an!unusual!twist!to!it! ! ! ! ! ! ! !
17. The!ad!was!not!what!I!expected! ! ! ! ! ! ! !
18. The!ad!contained!more!details!than!expected!! ! ! ! ! ! ! !
19. The!ad!was!artistically!produced! ! ! ! ! ! ! !
20. The!ad!was!very!humorous! ! ! ! ! ! ! !
21. The!audio!elements!of!the!ad!(eg.!music,!voiceSovers,!sound!
effects!etc)!were!of!high!quality!
! ! ! ! ! ! !
22. The!visual!elements!of!the!ad!(eg.!images,!colours,!lighting,!
etc.)!were!of!high!quality!
! ! ! ! ! ! !
23. The!production!elements!of!the!ad!(sets,!props,!celebrities,!
action!scenes,!special!effects,!etc.)!were!of!high!quality!
! ! ! ! ! ! !
24. Overall,!it!must!have!cost!a!lot!of!money!to!produce!the!ad! ! ! ! ! ! ! !
!
Continued!on!next!page…!please!turn!over!
+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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C.+How+well+do+the+ad+and+product+relate+to+your+needs?!Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+
+
25. The!ad!was!very!relevant!to!me!! ! ! ! ! ! ! !
26. The!ad!spoke!to!my!concerns! ! ! ! ! ! ! !
27. The!ad!said!something!important!to!me!! ! ! ! ! ! ! !
28. The!ad!touched!my!emotions! ! ! ! ! ! ! !
29. I!felt!very!happy!after!I!watched!the!ad! ! ! ! ! ! ! !
30. The!ad!made!me!smile! ! ! ! ! ! ! !
31. The!ad!was!meaningful!to!me! ! ! ! ! ! ! !
32. I!didn’t!find!the!ad!very!funny! ! ! ! ! ! ! !
33. The!advertised!product/service!fits!my!needs!well!! ! ! ! ! ! ! !
34. The!advertised!product/service!is!right!for!me!! ! ! ! ! ! ! !
35. I!do!NOT!care!about!this!product/service!! ! ! ! ! ! ! !
36. The!advertised!product/service!is!important!to!me! ! ! ! ! ! ! !
+
D.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).+How+strongly+do+you+agree+with+these+statements+
about+the+brand,+product+and+product+category+you+saw+in+the+ad?+
!
+
37. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
38. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
39. There!is!a!lot!to!lose!if!you!choose!the!wrong!brand!in!this!
product!category!
! ! ! ! ! ! !
40. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
41. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
42. Compared!to!other!decisions,!choosing!to!buy!this!product!isn't!
very!important!
! ! ! ! ! ! !
43. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
44. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
45. Purchasing!a!product!from!this!category!is!not!a!very!important!
decision!
! ! ! ! ! ! !
!
46.!What!was!the!product!you!saw!in!the!advertisement?!
!
47.!What!was!the!brand?!
+
End+of+questions+for+Advertisement+4.+Please+turn+the+page+and+complete+the+final+section++
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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And+finally,+some+questions+about+you.+
+
1.!Please!indicate!your!gender:! ! !
!!☐!Male! ! ! !!!!!☐!Female!
!
2.!To!which!of!the!following!age!group!do!you!belong?!
☐!Below!20!years!! ! ☐ 20S29!years!! ! ☐!30S39!years! ! ☐ 40S49!years!!
☐ 50S59!years!! ! ☐ 60!years!and!above! !
!
3.!What!is!the!HIGHEST!LEVEL!of!education!you!have!completed?!
☐ Completed!Secondary!School!! ! ! ☐ Completed!TAFE!Award!!
☐ Completed!University!Degree!! ! ! ☐ Completed!Postgraduate!degree!
!
4.!What!is!your!current!EMPLOYMENT!status?!
! ☐ Unemployed!! ! ! ☐ Retired!/!pensioner! ! ☐ Stay!at!home!parent! ! !
! ☐ Full!time!worker! ! ☐ Part!time!worker! ! Other:!!
!
5.!What!is!your!current!primary!OCCUPATION?!If!student!please!write!‘student’:!
!
6.!What!is!your!gross!(preStaxes)!ANNUAL!INCOME?!
! ☐ $1!to!$19,999! ! ! ☐ $20,000!to!$39,999! ! ☐ $40,000!to!$59,999!
! ☐ $60,000!to!$79,999! ! ☐!$80,000!to!$99,999! ! ☐ $100,000!to!$119,999!
! ☐ Over!$120,000!! ! ☐ Prefer!not!to!say!
!
7.!What!is!your!nationality?!!
!
If!Chinese,!what!is!your!place!of!origin!in!China?!!
! !
! City/town:! ! ! ! ! ! ! ! Province:!
!
8.!How!long!have!you!lived!in!Australia?!
! ☐ Below!3!months!! ! ☐ 3S6!months!! ! ! ☐ 6S12!months!! ! !
! ☐ 12S18!months!!! ! ☐ 18S24!months!!! ! ☐ More!than!24!months!
!
9.!Is!the!RMIT!course!or!program!you!are!currently!enrolled!in!a!creative!one?!!
☐ Yes!! ! ! ! ☐ No!
!
! If!yes,!did!you!need!to!show!a!folio!of!creative!work!to!get!in!to!your!current!course/program?!
☐ Yes!! ! ! ! ☐ No!
!
10.!What!course/program!were!you!studying!previously?!!
!
11.!Have!you!ever!worked!in!a!creative!role!(eg.!artist,!writer,!art!director,!creative!director,!copywriter,!
musician,!performer)?!
☐ Yes!! ! ! ! ☐ No!
!
This+completes+the+survey.+Thank+you+very+much+for+your+time+and+cooperation.+
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APPENDIX F 
Sample advertisements 
Source: www.youtube.com/watch?v=W99WPxYE8YM 
Chewing gum Ad A 
Girl on phone to distant boyfriend, tells 
him she misses everything about him – 
even his breath. He chews a piece of 
Mentos gum, blows into a bottle, corks it 
and posts it to her. The parcel arrives; she 
opens the bottle and is met by a blast of 
breath so fresh it takes her breath away, 
and blows the feathers off her pet parrot.
 
Chewing gum Ad B 
Group of teenage boys walking through 
countryside ask a farmer for directions. 
He points them to his ox cart, manned  
by his attractive daughter. Boys climb 
aboard the cart; one of them offers the 
farmer’s daughter a piece of Doublemint 
chewing gum, and romance blossoms as 
the cart rolls away. 
Source: v.youku.com/v_show/id_XNTU5OTQ3MTE2.html 
Source: v.youku.com/v_show/id_XNDM5ODA4ODcy.html 
Washing machine Ad A 
Young man at public baths puts on his 
dirty shirt before entering the water. We 
notice that the ‘cleaning fish’ in the water 
have all swum to the young man’s shirt – 
away from the other man in the pool. 
Message: you can be eco-friendly like 
this or use a Haier washing machine that 
consumes 70% less energy than others.
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Washing machine Ad B 
Scenes of a happy family with child. At  
the end of a busy day, mum takes the 
child’s clothes off and puts them in the 
Panasonic washing machine. Animated 
graphics of washing machine in action, 
removing dirt. 
 
 
Source: www.youtube.com/watch?v=98ceU5_NwKI 
 
Source: www.youtube.com/watch?v=f91WbsLe-ck 
 
Alcohol Ad A 
We follow the life and dramas of a young 
man, completely enclosed in a bubble 
from birth. Eventually he meets and 
marries the love of his life. But, then the 
narrator reveals the young man is not 
human after all. ‘He' is actually a bottle 
of Pearl River Draft – produced in sealed 
conditions.
 
Alcohol Ad B 
Young photo journalist leaves his 
Chinese home to follow his dream of 
photographing all around the world. He 
misses his parents and eventually travels 
home to celebrate New Year with them - 
and beer. 
 
 
Source: v.youku.com/v_show/id_XNDkwNjYwODYw.html 
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APPENDIX G 
Pretest 1 – Comparison of sample advertisements on creativity measures 
 
Construct  Category Ad Mean (SD) t-value Result 
 
DIVERGENCE: 
Originality 
(a = 0.85) 
Chewing 
gum 
Ad A 
Ad B 
5.65 (1.31) 
3.46 (1.36) 
4.921*** A > B 
Washing 
machine 
Ad A 
Ad B 
5.04 (1.41) 
3.63 (1.55) 
5.022*** A > B 
Alcohol Ad A 
Ad B 
5.86 (1.14) 
4.40 (0.94) 
5.022*** A > B 
DIVERGENCE: 
Flexibility       
(a = n/a)# 
Chewing 
gum 
Ad A 
Ad B 
5.41 (1.53) 
4.00 (1.79) 
4.741*** A > B 
Washing 
machine 
Ad A 
Ad B 
4.71 (1.79) 
4.12 (1.74) 
1.787 A > B (ns) 
 
Alcohol Ad A 
Ad B 
5.86 (1.14) 
4.30 (0.94) 
4.861*** A > B 
DIVERGENCE: 
Synthesis       
(a = 0.52) 
Chewing 
gum 
Ad A 
Ad B 
4.69 (1.56) 
4.20 (1.69) 
1.615 A > B (ns) 
 
Washing 
machine 
Ad A 
Ad B 
4.69 (1.49) 
3.48 (1.59) 
4.152*** A > B 
Alcohol Ad A 
Ad B 
5.65 (1.14) 
4.03 (0.94) 
5.504*** A > B 
DIVERGENCE: 
Elaboration     
Inter-item 
correlation = 0.35^ 
Chewing 
gum 
Ad A 
Ad B 
4.73 (1.22) 
3.74 (1.58) 
3.871*** A > B 
 
Washing 
machine 
Ad A 
Ad B 
4.51 (1.21) 
4.30 (1.64) 
0.804 A > B (ns) 
 
Alcohol Ad A 
Ad B 
4.48 (1.14) 
4.42 (0.94) 
0.207 A > B (ns) 
DIVERGENCE: 
Artistic value     
Inter-item 
correlation = 0.22^ 
Chewing 
gum 
Ad A 
Ad B 
5.30 (1.02) 
4.18 (1.58) 
5.762*** A > B 
 
Washing 
machine 
Ad A 
Ad B 
4.58 (1.13) 
4.46 (1.35) 
0.534 A > B (ns) 
 
Alcohol Ad A 
Ad B 
4.62 (1.14) 
5.01 (0.94) 
-1.714 A < B (ns) 
DIVERGENCE: 
Overall creativity     
Inter-item 
correlation = 0.4^ 
Chewing 
gum 
Ad A 
Ad B 
5.94 (1.10) 
3.57 (1.66) 
7.906*** A > B 
 
Washing 
machine 
Ad A 
Ad B 
5.65 (1.20) 
4.10 (1.85) 
6.106*** A > B 
 
Alcohol Ad A 
Ad B 
5.43 (1.14) 
4.47 (0.94) 
2.962* A > B 
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RELEVANCE:  
Ad to consumer      
(a = 0.88) 
Chewing 
gum 
Ad A 
Ad B 
4.49 (1.43) 
3.82 (1.44) 
2.857* A > B 
 
Washing 
machine 
Ad A 
Ad B 
3.94 (1.39) 
4.41 (1.62) 
-1.896 A < B (ns) 
 
Alcohol Ad A 
Ad B 
2.83 (1.10) 
4.66 (1.24) 
-7.664*** A < B 
RELEVANCE: 
Brand to 
consumer      
(a = 0.74) 
 
Chewing 
gum 
Ad A 
Ad B 
4.47 (1.22) 
4.22 (1.22) 
1.372 A > B (ns) 
 
Washing 
machine 
Ad A 
Ad B 
3.92 (1.19) 
4.58 (1.24) 
-3.318* A < B  
 
Alcohol Ad A 
Ad B 
3.14 (1.10) 
4.06 (1.24) 
-4.487*** A < B 
 
*p<0.05, **p<0.01, *** p<0.001; ns = not significant: p values higher than 0.05 
^ Where the number of scale items is too low to a meaningful Cronbach's alpha, inter-item correlation was reported 
instead. Recommended range 0.2 - 0.4 (Pallant 2010) 
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APPENDIX H 
 
Pretest 1 - Comparison of sample advertisements on covariate measures 
Construct  Category Ad Mean (SD) t-value Result 
 
PRODUCTION 
VALUES    
(a = 0.76) 
Chewing 
gum 
Ad A 
Ad B 
5.34 (1.21) 
4.74 (1.30) 
2.965** A > B 
Washing 
machine 
Ad A 
Ad B 
3.85 (1.33) 
4.44 (1.55) 
-2.092* A < B 
Alcohol Ad A 
Ad B 
4.53 (1.39) 
5.05 (1.19) 
-2.389* A < B 
BRAND 
FAMILIARITY      
(a = 0.77) 
Chewing 
gum 
Ad A 
Ad B 
4.29 (1.20) 
4.22 (1.03) 
1.136(ns) A = B 
Washing 
machine 
Ad A 
Ad B 
4.12 (1.10) 
3.94 (1.40) 
1.494(ns) A = B 
 
Alcohol Ad A 
Ad B 
4.40 (1.18) 
3.24 (1.17) 
4.672*** A > B 
 
*p<0.05, **p<0.01, *** p<0.001  
ns = not significant: p values higher than 0.05 
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APPENDIX I 
Pretest 1 - Comparison of sample advertisements on involvement measures 
Construct  Ad Category Mean (SD) t-value Result 
 
PRODUCT 
INVOLVEMENT      
(a = 0.69) 
Ad A Chewing gum 
Washing machine 
3.40 (1.82) 
4.15 (0.88) 
-2.077* Gum < 
WM 
Ad B Chewing gum 
Washing machine  
3.83 (1.77) 
4.26 (1.18) 
-1.381 Gum < 
WM (ns) 
 
*p<0.05, **p<0.01, *** p<0.001  
ns = not significant: p values higher than 0.05 
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APPENDIX J 
Pretest 2 questionnaire 
  
1 
ADVERTISING+CREATIVITY+IN+CHINA+–+PRETEST+2+
+
SEPTEMBER+2013+
!
+
+
RESEARCHER+STATMENT+
+
I!am!currently!doing!a!PhD!in!Marketing!here!at!RMIT,!in!the!School!of!Economics,!Finance!and!Marketing.!
My!PhD!topic!is!Advertising!Creativity!in!China.!I!have!been!working!on!it!now!since!March!2010!and!hope!
to!finish!it!in!March!2014.!
!
The!data! collected! from! this!will! form!part! of!my!PhD! research.! Your! responses!will! help! to!prepare! a!
series!of!online!surveys!that!will!run!in!China!in!October!2013.!
!
If! you!have! any! questions! about! this! survey! or! are! interested! in! the! final! results! of!my! study,! you! are!
welcome!to!email!me!at!any!time:!julie.bilby@rmit.edu.au!
!
Thank!you!for!your!help!in!this.!I!hope!you!enjoy!watching!these!ads!and!answering!the!questions.!
+
+
PARTICIPANT+INFORMATION++
+
Your!involvement!in!this!survey!is!entirely!voluntary,!and!your!responses!will!be!treated!as!completely!
confidential.!This!is!an!anonymous!questionnaire.!We!don’t!need!you!to!tell!us!who!you!are,!so!your!
identity!can!never!be!linked!back!to!your!responses.!!
!
The!questionnaire!will!take!about!15S20!minutes!to!complete.!!
!
There!are!no!right!or!wrong!answers!for!this!questionnaire.!
+
Please+watch+the+following+ad+and+answer+the+questions+on+page+3.+
!
+
+ +
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2 
1.+For+the+ad+you’ve+just+seen,+how+likely+is+it+that+you+will+do+any+of+the+following+things?+Place+a+cross+
in+the+box+that+best+describes+your+feelings.++
+ + + + + + + + + + +
+
1. Look!for!more!information!about!the!advertised!brand!! +
+
+
+
+
+
+
+
+
+
+
+
+
+2. Search!the!internet!for!more!information!on!the!advertised!
brand!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
3. Seek!advice!from!other!people!about!the!advertised!brand! ! ! ! ! ! ! !
4. Try!out!the!advertised!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. Purchase!the!advertised!brand! ! ! ! ! ! ! !
6. Pay!a!higher!price!for!this!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!+
+
2.+For+the+ad+you’ve+just+seen,+please+tell+us+how+you+would+feel+about+seeing+it+again.+Place+a+cross+in+
the+box+that+best+describes+your+opinion.+
+
!
1. I!am!very!likely!to!want!to!see!this!ad!again! ! ! ! ! ! ! !
2. It!is!possible!that!I!would!want!to!see!the!ad!again! ! ! ! ! ! ! !
3. I!would!probably!like!to!see!this!ad!again! ! ! ! ! ! ! !
+
+
3.+Please+tell+us+how+strongly+you+agree+with+each+of+the+following+statements+about+the+ad+you’ve+just+
seen.+Place+a+cross+in+the+box+that+best+describes+your+opinion.+
+ + + + + + + + + + +
+
1. I!did!not!want!to!reach!a!conclusion!about!the!advertised!
brand!too!quickly!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
2. I!found!it!hard!to!make!a!decision!about!the!advertised!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!
3. I!need!to!know!more!about!the!advertised!brand!before!I!reach!
a!conclusion!about!it!
! ! ! ! ! ! !
4. I!did!not!want!to!apply!my!previous!impression!to!the!
advertised!brand!immediately!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
5. I!considered!both!the!positive!side!of!the!brand!and!negative!
side!of!the!brand!to!reach!my!decision!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
6. Even!if!I!have!made!up!my!mind!now,!I!may!still!want!to!change!
this!opinion!if!there!is!compelling!information!against!it!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
7. I!still!have!not!made!up!my!mind!regarding!the!brand!
! !
!
!
!
!
!
!
!
!
!
!
!
!
!
!
8. I!wish!I!could!have!more!information!available!to!judge!the!
advertised!brand!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
+
+
4.+What+did+you+think+about+the+ad+you’ve+just+seen?+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + Definitely++ + ++++++Not+ + +Definitely++
+ + + + + would+not++ + ++decided++ + +++++++would+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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3 
+ + + + + + + + + + +
+
1. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!2. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
4. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!made!simple!ideas!become!more!interesting!! !
!
!
!
!
!
!
!
!
!
!
!
!
!6. The!ad!was!artistically!produced!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!was!relevant!to!me. !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!addressed!issues!I!am!concerned!about! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. !The!advertised!product!fits!my!needs!well! ! ! ! ! ! ! !
10. The!advertised!product!is!important!to!me! ! ! ! ! ! ! !
+
5.+How+did+you+feel+after+watching+the+ad?+Please+indicate+which+of+the+statements+best+describes+your+
feelings.+
+
1. Watching!the!ad!made!me!feel!inspired! ! ! ! ! ! ! !
2. The!ad!was!really!interesting! ! ! ! ! ! ! !
3. I!felt!excited!when!I!watched!the!ad! ! ! ! ! ! ! !
4. I!paid!a!lot!of!attention!to!the!ad! ! ! ! ! ! ! !
5. The!ad!had!a!strong!emotional!impact!on!me! ! ! ! ! ! ! !
6. The!ad!produced!strong!feelings!in!me! ! ! ! ! ! ! !
7. The!ad!raised!issues!I!feel!strongly!about! ! ! ! ! ! ! !
8. I!felt!emotionally!involved!with!the!ad! ! ! ! ! ! ! !
+
6.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).++
How+strongly+do+you+agree+with+these+statements+about+the+brand,+product+and+product+category+you+
saw+in+the+ad?+
+
1. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
2. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
3. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
4. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
5. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
6. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
+
End+of+section+1.+Please+turn+the+page+and+continue+answering+sections+2+and+3.+
+
SECTION+2+]+Below+are+some+statements+about+the+way+you+process+ideas.+Please+indicate+how+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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accurately+these+comments+describe+you+by+placing+a+cross+in+the+relevant+box.++
+
1.+How+well+do+the+following+statements+describe+you?++
+ + + + + + + + + + +
+
1. I!don’t!like!to!do!a!lot!of!thinking! +
+
+
+
+
+
+
+
+
+
+
+
+
+
2. I!try!to!avoid!situations!that!require!thinking!in!depth!about!
something!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
3. I!prefer!to!do!something!that!challenges!my!thinking!ability!
rather!than!something!that!requires!little!thought!
! ! ! ! ! ! !
4. I!prefer!complex!problems!to!simple!ones! !
!
!
!
!
!
!
!
!
!
!
!
!
!
5. Thinking!hard!and!for!a!long!time!about!something!does!not!
satisfy!me!
! ! ! ! ! ! !
6. I!believe!in!the!importance!of!art!! ! ! ! ! ! ! !
7. I!see!beauty!in!things!that!others!might!not!notice!! ! ! ! ! ! ! !
8. I!am!interested!in!science!! ! ! ! ! ! ! !
9. I!would!love!to!explore!strange!places!! ! ! ! ! ! ! !
10. I!have!a!vivid!imagination!! ! ! ! ! ! ! !
11. I!am!full!of!ideas!! ! ! ! ! ! ! !
12. I!often!come!up!with!something!new!! ! ! ! ! ! ! !
13. I!love!to!think!up!new!ways!of!doing!things!! ! ! ! ! ! ! !
14. I!have!excellent!ideas!! ! ! ! ! ! ! !
+
2.+How+well+do+these+statements+fit+with+your+own+opinions?++
+ + + + + + + + + + +
+
1. I!like!to!take!a!chance! +
+
+
+
+
+
+
+
+
+
+
+
+
+
2. I!enjoy!looking!at!new!styles!as!soon!as!they!come!out! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. Buying!a!new!product!that!has!not!been!proven!is!usually!a!
waste!of!time!and!money!
! ! ! ! ! ! !
4. I!would!like!a!job!that!requires!frequent!changes!from!one!kind!
of!task!to!another!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
5. When!it!comes!to!taking!chances,!I’d!rather!be!safe!than!sorry! ! ! ! ! ! ! !
6. When!I!see!a!new!brand!on!a!shelf,!I!often!buy!it!just!to!see!
what!it!is!like!
! ! ! ! ! ! !
7. I!often!try!brands!before!my!friends!and!neighbours!do! ! ! ! ! ! ! !
8. At!work,!I!think!everyone!should!work!on!only!one!thing,!
thereby!becoming!more!of!an!expert!
! ! ! ! ! ! !
9. In!the!long!run,!the!usual!ways!of!doing!things!are!best! ! ! ! ! ! ! !
10. I!like!to!fool!around!with!new!ideas!even!if!they!turn!out!to!be!
a!total!waste!of!time!
11. !
! ! ! ! ! ! !
+
+
3.+For+each+of+the+statements+below,+choose+the+response+that+best+describes+what+you+believe.+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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+
+ + + + + + + + + + +
+
1. It!is!important!to!have!instructions!spelled!out!in!detail!so!that!
I!always!know!what!I’m!expected!to!do!
+
+
+
+
+
+
+
+
+
+
+
+
+
+
2. It!is!important!to!closely!follow!instructions!and!procedures! !
!
!
!
!
!
!
!
!
!
!
!
!
!
3. Rules!and!regulations!are!important!because!they!inform!me!
of!what!is!expected!of!me!
! ! ! ! ! ! !
4. Standardized!work!procedures!are!helpful! !
!
!
!
!
!
!
!
!
!
!
!
!
!
5. Instructions!for!operations!are!important! ! ! ! ! ! ! !
6. I!enjoy!hearing!new!ideas!! ! ! ! ! ! ! !
7. I!enjoy!thinking!about!things!! ! ! ! ! ! ! !
8. I!would!describe!myself!as!a!creative!person! ! ! ! ! ! ! !
+
+
+
SECTION+3.++
+
This+section+asks+questions+about+you+and+your+household.+Remember+that+this+survey+is+anonymous+so+
no+one+will+be+able+to+identify+you+from+your+responses.+
+
1.!Please!indicate!your!gender:! !
! !
!!☐!Male! ! ! !!!!!☐!Female!
!
!
2.!To!which!of!the!following!age!group!do!you!belong?!
!
☐!Below!20!years!! ! ☐ 20S29!years!! ! ☐!30S39!years! ! ☐ 40S49!years!!
☐ 50S59!years!! ! ☐ 60!years!and!above! !
!
!
3.!What!is!the!HIGHEST!LEVEL!of!education!you!have!completed?!
!
☐ Completed!Secondary!School!! ! ! ☐ Completed!TAFE!Award!!
☐ Completed!University!Degree!! ! ! ☐ Completed!Postgraduate!degree!
!
4.!What!is!your!current!EMPLOYMENT!status?!
!
! ☐ Unemployed!! ! ! ☐ Retired!/!pensioner! ! ☐ Stay!at!home!parent! ! !
! ☐ Full!time!worker! ! ☐ Part!time!worker! ! Other:!!
!
!
5.!What!is!your!current!primary!OCCUPATION?!If!student!please!write!‘student’:!
!
6.!What!is!your!gross!(preStaxes)!ANNUAL!INCOME?!
!
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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! ☐ $1!to!$19,999! ! ! ☐ $20,000!to!$39,999! ! ☐ $40,000!to!$59,999!
! ☐ $60,000!to!$79,999! ! ☐!$80,000!to!$99,999! ! ☐ $100,000!to!$119,999!
! ☐ Over!$120,000!! ! ☐ Prefer!not!to!say!
!
!
7.!What!is!your!nationality?!!
!
!
If!your!nationality!is!Chinese,!what!is!your!place!of!origin!in!China?!!
! !
City/town:! ! ! ! ! ! ! ! Province:!
!
!
8.!How!long!have!you!lived!in!Australia?!
!
! ☐ Below!3!months!! ! ☐ 3S6!months!! ! ! ☐ 6S12!months!! ! !
! ☐ 12S18!months!!! ! ☐ 18S24!months!!! ! ☐ More!than!24!months!
!
!
9.!What!is!the!name!of!the!RMIT!course!or!program!you!are!currently!enrolled!in?!!
!
!
!
10.!Is!the!RMIT!course!or!program!you!are!currently!enrolled!in!a!creative!one?!!
!
☐ Yes!! ! ! ! ☐ No!
!
! If!yes,!did!you!need!to!show!a!folio!of!creative!work!to!get!in!to!your!current!course/program?!
!
☐ Yes!! ! ! ! ☐ No!
!
!
10.!What!course/program!were!you!studying!previously?!!
!
!
11.!Have!you!ever!worked!in!a!creative!role!(eg.!artist,!writer,!art!director,!creative!director,!copywriter,!
musician,!performer)?!
!
☐ Yes!! ! ! ! ☐ No!
!
If!yes,!what!was!your!role?!!
+
+
End+of+section+3.++
+
Please+wait+until+you+are+shown+the+second+ad+before+turning+the+page.+
+
+
+ +
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SECTION+4+–+Please+watch+the+second+ad+and+answer+the+following+questions+
+
1.+For+the+ad+you’ve+just+seen,+how+likely+is+it+that+you+will+do+any+of+the+following+things?+Place+a+cross+
in+the+box+that+best+describes+your+feelings.++
+ + + + + + + + + + +
+
1. Look!for!more!information!about!the!advertised!brand!! +
+
+
+
+
+
+
+
+
+
+
+
+
+2. Search!the!internet!for!more!information!on!the!advertised!
brand!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
3. Seek!advice!from!other!people!about!the!advertised!brand! ! ! ! ! ! ! !
4. Try!out!the!advertised!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. Purchase!the!advertised!brand! ! ! ! ! ! ! !
6. Pay!a!higher!price!for!this!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!+
+
2.+For+the+ad+you’ve+just+seen,+please+tell+us+how+you+would+feel+about+seeing+it+again.+Place+a+cross+in+
the+box+that+best+describes+your+opinion.+
+
!
1. I!am!very!likely!to!want!to!see!this!ad!again! ! ! ! ! ! ! !
2. It!is!possible!that!I!would!want!to!see!the!ad!again! ! ! ! ! ! ! !
3. I!would!probably!like!to!see!this!ad!again! ! ! ! ! ! ! !
+
+
3.+Please+tell+us+how+strongly+you+agree+with+each+of+the+following+statements+about+the+ad+you’ve+just+
seen.+Place+a+cross+in+the+box+that+best+describes+your+opinion.+
+ + + + + + + + + + +
+
1. I!did!not!want!to!reach!a!conclusion!about!the!advertised!
brand!too!quickly!
2. !
!
!
!
!
!
!
!
!
!
!
!
!
!
!
3. I!found!it!hard!to!make!a!decision!about!the!advertised!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!
4. I!need!to!know!more!about!the!advertised!brand!before!I!reach!
a!conclusion!about!it!
! ! ! ! ! ! !
5. I!did!not!want!to!apply!my!previous!impression!to!the!
advertised!brand!immediately!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
6. I!considered!both!the!positive!side!of!the!brand!and!negative!
side!of!the!brand!to!reach!my!decision!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
7. Even!if!I!have!made!up!my!mind!now,!I!may!still!want!to!change!
this!opinion!if!there!is!compelling!information!against!it!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
8. I!still!have!not!made!up!my!mind!regarding!the!brand! !
!
!
!
!
!
!
!
!
!
!
!
!
!
9. I!wish!I!could!have!more!information!available!to!judge!the!
advertised!brand!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
+
+
+ + + + + Definitely++ + ++++++Not+ + +Definitely++
+ + + + + would+not++ + ++decided++ + +++++++would+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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4.+What+did+you+think+about+the+ad+you’ve+just+seen?+Please+indicate+how+strongly+you+agree+or+
disagree+with+each+comment+by+placing+a+cross+in+the+relevant+box.+
+ + + + + + + + + + +
+
1. The!ad!broke!away!from!stereotypical!thinking!! !
!
!
!
!
!
!
!
!
!
!
!
!
!2. The!ideas!in!the!ad!moved!from!one!subject!to!another!! !
!
!
!
!
!
!
!
!
!
!
!
!
!3. The!ad!connected!objects!that!are!usually!unrelated! ! ! ! ! ! ! !
4. The!ad!made!unusual!connections!! !
!
!
!
!
!
!
!
!
!
!
!
!
!5. The!ad!made!simple!ideas!become!more!interesting!! !
!
!
!
!
!
!
!
!
!
!
!
!
!6. The!ad!was!artistically!produced!! !
!
!
!
!
!
!
!
!
!
!
!
!
!7. The!ad!was!relevant!to!me !
!
!
!
!
!
!
!
!
!
!
!
!
!8. The!ad!addressed!issues!I!am!concerned!about! !
!
!
!
!
!
!
!
!
!
!
!
!
!9. !The!advertised!product!fits!my!needs!well! ! ! ! ! ! ! !
10. The!advertised!product!is!important!to!me! ! ! ! ! ! ! !
+
5.+How+did+you+feel+after+watching+the+ad?+Please+indicate+which+of+the+statements+best+describes+your+
feelings.+
+
1. Watching!the!ad!made!me!feel!inspired! ! ! ! ! ! ! !
2. The!ad!was!really!interesting! ! ! ! ! ! ! !
3. I!felt!excited!when!I!watched!the!ad! ! ! ! ! ! ! !
4. I!paid!a!lot!of!attention!to!the!ad! ! ! ! ! ! ! !
5. The!ad!had!a!strong!emotional!impact!on!me! ! ! ! ! ! ! !
6. The!ad!produced!strong!feelings!in!me! ! ! ! ! ! ! !
7. The!ad!raised!issues!I!feel!strongly!about! ! ! ! ! ! ! !
8. I!felt!emotionally!involved!with!the!ad! ! ! ! ! ! ! !
+
6.+When+we+talk+about+brand+we+mean+the+identifying+name+(eg.+Lipton).+When+we+talk+about+the+
product,+we+mean+the+item+itself+(eg.+tea).+When+we+talk+about+product+category+we+mean+the+broad+
class+the+product+belongs+to+(eg.+beverages).++
How+strongly+do+you+agree+with+these+statements+about+the+brand,+product+and+product+category+you+
saw+in+the+ad?+
+
1. This!is!a!product!I!could!talk!about!for!a!long!time! ! ! ! ! ! ! !
2. This!is!a!product!that!interests!me! ! ! ! ! ! ! !
3. I!have!a!preference!for!one!or!more!brands!in!this!product!class! ! ! ! ! ! ! !
4. This!is!a!product!I!have!a!need!for! ! ! ! ! ! ! !
5. I!am!very!familiar!with!this!product! ! ! ! ! ! ! !
6. I!usually!purchase!the!same!brand!within!this!product!category! ! ! ! ! ! ! !
+
This+completes+the+survey.+Thank+you+very+much+for+your+time+and+cooperation.+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
+ + + + + Strongly++ + Neither+agree++ +++Strongly++
+ + + + + disagree++ ++ or+disagree++ + +++++++agree+
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APPENDIX K 
Pretest 2 - Reliability of key constructs  
Construct Item Statement/question Alpha (α) 
DEPENDENT VARIABLES 
Purchase 
Intentions  
(PI) 
PI_1 
PI_2 
 
PI_3 
 
PI_4 
How likely is it that you will purchase the brand? 
How likely is it that you will look for more 
information about the advertised brand? 
How likely is it that you will seek advice from other 
people about the advertised brand? 
How likely is it that you will search the internet for 
more information on the advertised brand? 
0.733 
 
Viewing 
Intentions  
(VI) 
VI_1 
VI_2 
VI_3 
I am very likely to want to see this ad again 
It is possible that I would want to see this ad again 
I would probably like to see this ad again 
0.944 
 
INDEPENDENT VARIABLES 
Divergence 
(DIV) 
DIV_1 
DIV_2 
DIV_3 
DIV_4 
The ad broke away from stereotypical thinking 
The ad made unusual connections 
The ad made simple ideas become more interesting 
The ad was artistically produced 
0.677 
 
Relevance  
(REL) 
REL_1 
REL_2 
REL_3 
REL_4 
The ad was relevant to me 
The ad addressed issues I am concerned about 
The advertised product fits my needs well 
The advertised product is important to me 
0.848 
MEDIATING VARIABLES – PROCESSING 
Affective 
Processing  
(AFP) 
AFP_1 
AFP_2 
AFP_3 
AFP_4 
Watching the ad made me feel inspired 
The ad was really interesting 
I felt excited when I watched the ad 
I paid a lot of attention to the ad 
0.785 
 
Desire to 
postpone 
closure 
(DPC) 
DPC_1 
 
DPC_2 
 
DPC_3 
 
DPC_4 
 
DPC_5 
 
DPC_6 
 
 
DPC_7 
DPC_8 
I did not want to reach a conclusion about the 
advertised brand too quickly 
I found it hard to make a decision about the 
advertised brand 
I need to know more about the advertised brand 
before I reach a conclusion about it 
I did not want to apply my previous impression to the 
advertised brand immediately 
I considered both the positive side of the brand and 
negative side of the brand to reach my decision 
Even if I have made up my mind now, I may still 
want to change this opinion if there is compelling 
information against it 
I still have not made up my mind regarding the brand 
I wish I could have more information  
 
0.776 
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Emotional 
Impact 
(EI) 
EI_1 
EI_2 
EI_3 
EI_4 
The ad had a strong emotional impact on me 
The ad produced strong feelings in me 
The ad raised issues I feel strongly about 
I felt emotionally involved with the ad 
0.862 
MODERATING VARIABLES 
Familiarity 
with 
product/ 
brand 
(FAM) 
FAM_1 
FAM_2 
FAM_3 
FAM_4 
FAM_5 
FAM_6 
 
This is a product I could talk about for a long time 
This is a product that interests me 
This is a product I have a need for 
I am very familiar with this brand 
I usually purchase the same brand in this category 
There is a lot to lose if you choose the wrong brand 
in this product category 
0.732 
 
Need for 
Cognition  
(NFC) 
NFC_1 
NFC_2 
NFC_3 
 
I prefer complex problems to simple ones 
I don’t like to do a lot of thinking - reversed 
I try to avoid situations that require thinking in depth 
about something - reversed 
0.723 
Consumer 
Innovative-
ness (CI) 
CI_1 
CI_2 
CI_3 
 
CI_4 
 
CI_5 
 
I like to take a chance 
I enjoy looking at new styles  
I would like a job that requires frequent changes from 
one kind of task to another 
When I see a new brand on a shelf, I often buy it just 
to see what it is like 
I like to fool around with new ideas even if they turn 
out to be a total waste of time 
0.715 
 
Individual 
Creativity  
(IC) 
IC_1 
IC_2 
IC_3 
IC_4 
IC_5 
IC_6 
IC_7 
IC_8 
IC_9 
IC_10 
IC_11 
IC_12 
I believe in the importance of art 
I see beauty in things that others might not notice 
I am interested in science 
I would love to explore strange places 
I have a vivid imagination 
I am full of ideas 
I often come up with something new 
I love to think up new ways of doing things 
I have excellent ideas 
I would describe myself as a creative person 
I enjoy thinking about things 
I enjoy hearing new ideas 
0.813 
Uncertainty 
Avoidance  
(UA) 
UA_1 
 
UA_2 
 
UA_3 
 
UA_4 
UA_5 
It is important to have instructions spelled out in 
detail so I always know what I’m expected to do 
It is important to closely follow instructions and 
procedures 
Rules and regulations are important because they 
inform me of what is expected of me 
Standardized work procedures are helpful 
Instructions for operations are important 
0.859 
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APPENDIX L 
Ethics approval – practitioner interviews 
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APPENDIX M 
Ethics approval – China fieldwork 
 
  
Business College Human 
Ethics Advisory Network 
(BCHEAN) 
 
Building 108, Level 11 
239 Bourke Street 
Melbourne VIC 3000 
 
GPO Box 2476V 
Melbourne VIC 3001 
Australia 
 
Tel. +61 3 9925 5555 
Fax +61 3 9925 5624 
  
 
 
  
Notice of Approval 
 
Date:    12 September 2013 
 
Project title:  Advertising Creativity and Consumer Closure 
 
Risk classification:    Low Risk 
 
Principal Investigator:   Dr Mike Reid 
Co-Investigator:    Ms Julie Bilby 
 
Project Approved:  From:  10 September 2013  To:  1 March 2018 
 
 
Terms of approval: 
 
1. Responsibilities of the principal investigator 
It is the responsibility of the principal investigator to ensure that all other investigators and staff on a 
project are aware of the terms of approval and to ensure that the project is conducted as approved 
by BCHEAN. Approval is only valid while the investigator holds a position at RMIT University. 
2. Amendments 
Approval must be sought from BCHEAN to amend any aspect of a project including approved 
documents. To apply for an amendment submit a request for amendment form to the BCHEAN 
secretary.  This form is available on the Human Research Ethics Committee (HREC) website. 
Amendments must not be implemented without first gaining approval from BCHEAN. 
3. Adverse events 
You should notify BCHEAN immediately of any serious or unexpected adverse effects on 
participants or unforeseen events affecting the ethical acceptability of the project. 
4. Participant Information and Consent Form (PICF) 
The PICF must be distributed to all research participants, where relevant, and the consent form is to 
be retained and stored by the investigator. The PICF must contain the RMIT University logo and a 
complaints clause including the above project number. 
5. Annual reports 
Continued approval of this project is dependent on the submission of an annual report. 
6. Final report  
A final report must be provided at the conclusion of the project. BCHEAN must be notified if the 
project is discontinued before the expected date of completion.  
7. Monitoring 
Projects may be subject to an audit or any other form of monitoring by BCHEAN at any time. 
8. Retention and storage of data 
The investigator is responsible for the storage and retention of original data pertaining to a project for 
a minimum period of five years. 
 
 
Regards, 
 
 
 
Professor Roslyn Russell 
Chairperson 
RMIT BCHEAN 
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APPENDIX N 
Multivariate outliers – Cook’s Distance 
 
Dependent 
variable 
Independent variables Cook's Distance 
(max. value) 
Recommended 
value^ 
PI AFF, DPC, DIV, REL 0.097 < 1.00^ 
VI AFF, DPC, DIV, REL 0.197 
DPC DIV, REL 0.037 
AFF DIV, REL 0.108 
^ Field (2007) 
PI – Purchase intentions 
VI – Viewing intentions 
DPC – Desire to postpone closure 
AFF – Positive Affect 
DIV – Ad creativity (divergence) 
REL – Ad creativity (relevance) 
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APPENDIX O 
Linearity scatterplot matrix – key reflective variables 
 
 
 
AFF – Positive Affect 
REL – Ad creativity (relevance) 
DIV – Ad creativity (divergence) 
 
VI – Viewing intentions 
 PI – Purchase intentions 
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APPENDIX P 
Test of homoscedasticity – key variables 
 
Variable Levene 
Statistic 
Significance 
Purchase intentions (PI) 0.432 0.512 
Viewing intentions (VI) 0.913 0.34 
Ad creativity – divergence (DIV) 0.423 0.516 
Ad creativity – relevance (REL) 0.424 0.516 
Production values (PRO) 2.234 0.136 
Desire to postpone closure (DPC) 3.625 0.058 
Positive affect (AFF) 1.896 0.169 
Individual creativity (IC) 0.87 0.352 
Uncertainty avoidance (UA) 0.44 0.507 
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APPENDIX Q 
Independence of error terms – Durbin-Watson statistic 
 
Dependent 
variable 
Independent variables Durbin-Watson 
statistic 
Recommended 
value 
PI AFF, DPC, DIV, REL 2.091 Greater than 1 and 
less than 3; ideally 
close to 2^ 
VI AFF, DPC, DIV, REL 2.017 
DPC DIV, REL 2.027 
AFF DIV, REL 1.994 
^ Field (2007)
 
PI – Purchase intentions 
VI – Viewing intentions 
DPC – Desire to postpone closure 
 
AFF – Positive Affect 
DIV – Ad creativity (divergence) 
REL – Ad creativity (relevance)
 
 
